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NAUTICA

Faiw 2007

DOMESTIC AVP PRINT

S110

S112 S111

DOMESTIC AVP AUTOGRAPH CARDS

NALITIA

i FOAITATA

Foid A,

S105 S106 $109
|

USAGE
AVP - Sporiswear
o Worldwide consumer and frade adventising {exciuding Southem Hemisphere) including, but not timited fo print advertising, outdloor, indoor, collateral, direct mall, trade booth displays,

PR and websiie for 1 year from 6/1/05.
« 2 year worldwide usage on all in-store POS images from 6/1/05. The same usage as above for an additiona! year in the Southemn Hemisphere, due to opposite seasons from
18

6/1/05.




NAUTICA

| FALL 2005

DOMESTIC UNDERWEAR OUTDOOR BILLBOARD

NAUTICA

uoe

‘ uos

‘ DOMESTIC UNDERWEAR TAX{ TOP

| e NAUTICA

uoé

| uos

DOMESTIC UNDERWEAR OUTDOOR

‘ USAGE

Underwear
« Worldwide consumer and trade advertising {excluding Southern Hemisphere} including, but not limiled to print acvertising, outdoor, indoar, collateral, direct mail, trade booth displays,

) ! PR and website for 1 year from 7/1/05.
an addilional year in the Southern Hemisphare, due fo opposfie seasons from 711/05.

o 2 year worldwide usage on all in-store POS images from 7/1/05. The same usage as above for
19



NAUTICA

USAGE

Underwear

« Worldwide consumer and trage advertising (excluding Southern Hemisphere) including, bit not limited to print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,

FALL 2CT7

DOMESTIC UNDERWEAR INSTORE MALL PANELS

uoe

DOMESTIC UNDERWEAR INSTORE

uo6

PR and website for 1 year from 7/1/05.

« 2 year worldwide usage on all in-store POS images from 7/1/05. The same usage as above for an additional year in the Southern Hemisphere, due 10 opposite seasons from 7/1/05.

20




NAUTICA ‘

S133, E20, S116

S116, W09

si21

USAGE
N

Eyewear
o Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not limited fo print advertising, outdoor, indoor, coliateral, direct mail, trade booth displays,

PR and website for 1 year from 8/1/05.
o 2 year worldwide usage on all in-slore POS images from 8/1/05. The same usage as above for an additional year in the Southern Hemisphere, due to opposite seasons from
1
21 '

8/1/05.




[y

El19 S116

DOMESTIC BOYS EYEWEAR INSTORE

USAGE

Eyewear

S116

» Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not limited o print advertising, outdoor, indoor, coliateral, direct mall, trade booth dispiays,

PR and webslte for 1 year from 8/1/05.

« 2 year worldwide usage on all in-slore POS images from 8/1/05. The same usage as above for an additional year in the Southern Hemisphere, due to opposite seasons from

8/1/05.




719 T20 127

DOMESTIC TAILORED HALF PAGE ROP

UTI

AL AL AP ATMACYT

winsaing AvUATYY

T23

T21
T26

T1S
DOMESTIC TAILORED INSTORE

USAGE

Tailored
« Worldwide consumer and trade advertising {excluding Southern Hemisphers) including, but not timited to print advertising, outdoor, indoar, coflateral, direct mail, trade booth displays,

PR and website for 1 year (rom 8/1/05.
o 2 year worldwide usage on all in-storg POS images from 8/1/05. The same usage as above for an additional year in the Southem Hemisphere. due to opposite seasons from

B/1/05.

23

e



NAUTICA

FaLL 2005

DOMESTIC + INTERNATIONAL COLD WEATHER PRINT

COLD WEATHER INSTORE

DOMESTIC + INTERNATIONAL

GUIRVES

$120
USAGE
Cold Weather
« Worldwide consumer and trade advertising (excluding Southem Hemisphere) including, bul not limited to print advertising, outdoor, indoor, collateral, direct mall, rade booth displays,
PR and website for 1 year from 8/1/05.
ve for an additional year in the Southern Hemisphere, dug 1o opposile s6asons from

» 2 year worldwide usage on all in-slore PQS images from 8/1/05. The same usage as abo
8/1/05.

24




NAUTICA

USAGE

Footwear

« Worldwide consumer and trade adverfising (excluding Southern Hemisphere) inctuding, but not limited to print advertising, outdoos, incoor, coltateral, direct mail, trade booth disptays,

PR and websile for 1 year from 8/1/05.

2 year worldwide usage on all in-store POS images from B/1/05. The same usage as above for an additionat year in the Southern Hemisphere, dug to oppesite seasons from

8/1/05.

DOMESTIC + INTERNATIONAL WATCH PRINT

w08

25




DOMESTIC + INTERNATIONAL FOOTWEAR INSTORE

USAGE

Footwear
« Worldwide consumer and trade advertising (excluding Soulhern Hemisphere) including, but not fimited fo print advertising, outdoor, indoor, coltateral, direct mail, trade booth displays,

PR and website for 1 year {rom 8/1/05.

» 2 year worldwide usage on all in-slore POS images from 8/1 /05. The same usage as above for an additional year in the Southesn Hemisphere, due to opposite seasans from

81/05.

T CLITTr | LAFES

FO8

26




" NAUTICA

DOMESTIC + INTERNATIONAL HOSIERY INSTORE

oy Cras e

SR TR

i
FO8 HSY0D2 HSY02
USAGE
Hosiery .
o Worldwide consumer and irade adverlising (excluding Southern Hemisphere) inclucting, but not fimited Lo print advertising, outdoor, indoor. collaleral, clirect mall, rade booth dispiays,
PR and website for 1 year from 8/1/05.
va for an additional year in the Southern Hemisphere, due (o opposite seasons from

o 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as abo
8/1/05.




NAUTICA

TSLNTITA

$140, H21,
H23, H20

H20 5140 H21 H20 MSLPOS

DOMESTIC HOME NEWSPAPER ROP

H24
H22

USAGE
Home
« Woridwide consumer and lrade advertising (excluding Southern Hemisphere) including, bul net limited to print advertising, ouldoor, indoor, collateral, direct mail, trade booln displays,

PR and wehsite for 1 year from 8/1/05.
e 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional vear in the Southern Hemisphere, due to opposite ssasons i-om

81705,
28



NAUTICA

DOMESTIC HOME INSTORE

THE ALRTINGLLE R EITENY

H21 H20

USAGE
Home i
« Worldwide consumer and trade advertising {excluding Southern Hemisphere) including, but not limited 1o print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,
PR and webslte for 1 year fiom 8/1/05. I
for an additional year in the Southern Hemisphere, due to opposite seasons from

2 year worldwide usage on all in-sfore POS images from 8/1/05. The same usage as above
8/1/05.
29




NAUTICA

Fao . =007

DOMESTIC WOMENS SLEEPWEAR PRINT

WSLPO9
HSYO3

DOMESTIC WOMENS SLEEPWEAR INSTORE

FLTIOA

WSLPO8

WSLPO9 WSLPO8
HSYO03

USAGE

Steepwear
« Worldwide consumer and frade adverlising {excluding Southern Hemisphere) including. but not limited to print advertising, outdoor, indoor, collateral, direct mall, trade booth displays,

PR and website for 1 year from 8/1/05.
« 2 year worldwide usage on all in-store POS images trom 8/1/05. The same usage as above for an addifional year in the Southern Hemisphere, due 1o opposite seasons lfom

B/1/05.




NAUTICA

USAGE

Sieepwear

MSLPO7

R,

MSLPO8

T B

MSLPO7
F10

MSLPO8

« Workdwide consumer and trade advertising (exchuding Southern Hemisphere) including, but not iimiled 1o print advertising, outdoor, indoor, colfateral, direct mail, trade booth displays,

PR and wabsile for 1 year from 8/1/05.

« 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an addilional year in the Southern Hemisphere, due 1o opposite seasons from

81/05.

31



USAGE

Swim

« Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, bul not limited to print

PR and webslte for 1 year from 8/1/05.
» 2 year woridwide usage on ali in-slorg POS images from 8/1/0!

8/1/05.

NAUTICA

Fall z<

DOMESTIC SWIM PRINT

Sw22

{ advertising, ouldoor, indaor, collateral, direct mal, trade booth dispiays,

5. The same usage as above for an atdilional year in the Southem Hemisphere, due 1o opposite seasons from

32




NAUTICA

]

Ny
o
IS
n

DOMESTIC SWIM INSTORE

SW26 Swz8 SW29

USAGE

Swim
« Warldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not imited 1o print adverlising, ovtdoor, indoor, collateral, direct maf, \rade booth displays,

PR and website for 1 year from 8/1/05.
« 2 year worldwide usage on all in-store POS images from §/1/05. The same usage as above for an additional year in the Southem Hemisphere, due 1o opposite seasons from

8/1/05.
33




NAUTICA

Fal ~ons

DOMESTIC SWIM INSTORE

SwW24

USAGE |
1

Swim

« Worldwide consumer and trade advertising {excluding Southern Hemisphere} including, but nol fimited to print advertising, outdoar, indoor, collateral, direct mail, irade booth displays,

PR and websile for 1 year from 8/1/05,
« 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as abaove for an a

8/1/05.
34

dditional year in the Southern Hemisphere, due to opposile seasons from




USAGE

Jeans
« Worldwide consumer and trade advertisi
PR and websile for 1 year from 8/1/05.

o 2 year worldwide usage on all in-store POS Images from 8/1/05. The same usage as a

B8/1/05.

N179
ADVERTISING
INSTORE

ng (excluding Southern Hemisphere) including, but nat fimited to print advertising, outdoor, indoor, collateral, direct mall, frade booth displays,

bove for an additional year in he Southern Hemisphere, due to opposile seasons from

35



DOMESTIC MENS JEANS PRINT

DOUBLE PAGE SPREAD WITH 4PG INSERT

i 4o N B AP AR T AN T B W T

LT TR

&

£k

TR G

-

|

RIS

Tt s o - 1 4PAGE INSERT-INSIDE
NJ97, NJO8, NJ96, NJ99, NJ100

USAGE

Jeans

» Workdwide consumer and trade advertising (excluding Southern Hemisphere) including, but not fimiled (o prinl advertising, ouldoor, indoor, collaleral, direc! mail, trade booth displays.

PR and webslie for 1 year from 8/1/05.
» 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional year in the Southern Hemisphere, due 1o opposite seasons {rom
8/1/05.

36



DOMESTIC MENS JEANS GATEFOLD

DOMESTIC MENS JEANS PRINT

USAGE

Jeans
« Worldwide consumer and irade adverlising (excluding Southem Hemisphere) including, bui niot limiled to print advertising, outdoor, indoor, collateral, direct mail, irade booth displays,

PR and website for 1 year from 8/1/05.
« 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additiona! yzar in the Southern Hemisphere, due to opposite seasons from

B/1/05.

37




. K ? . {
NAUTICA JEANS

PANY

- A

NJ78, NJ101, NJ88, NJ81, Ni83

USAGE

Jeans
« Woridwide consumer and trade advertising {exciuding Soutiiern Hemisphere) inchuding, but not fimited to print advertising, outdoor, Indoor, coliateral, direct mail, rade booth displays,

PR end wabslte for 1 year from B/1/05.
« 2 year woridwide usage on all in-store POS images from B/1/05. The same usage as above for an additionat year in the Southern Hemisphere, due to opposite seasons from

B8/1/05.

38




DOMESTIC MENS JEANS INSTORE

S

USAGE

Jeans
o Worldwide consumer and trade advertising {excluding Southern Hemisphere) including. bul not limiled fo print advertising, ouldoor, indoor, collateral, direct mall, trade booth displays.

PR and website for 1 year from 8/1/05.
= 2 year worldwide usage on all in-store POS images Irom B/1/05. The same usage as above for an additional year in the Southern Hemisphere, due lo opposile seasons from

B8/1/05.
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n
L\
e
(9]
(.,
o

NJ94

B S

2

NJo7

i
|

USAGE
Jeans ,
« Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, bul not limited to print advertising, outdoor, indoor, collateral, direct mail, trade booth displays, !

PR and website for 1 ysar irom 8/1/05.

in the Southem Hamisphere, due 10 opposite seasons from .

» 2 year worldwide usage on all in-stare PGS images from 8/1/05. The same usage as above for an additional year
8/1/05. |
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1
1
—
r
Y
(‘:r
81l

VINTAGE
DEEP GREEN

NJ87 VINTAGE NJ84 VINTAGE NJ88
RUST BROWN

SAND POCKET

DOMESTIC MENS JEANS SHELF TALKERS

USAGE

Jeans

« Worldwide consumer and lrade advertising {excluding Southemn Hemisphere) including, but not limited to print advertising, outdaor, indoor, collateral, direct mail, trade booth displays,
PR and website for 1 year from 8/1/05.

« 2 year woridwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional year in the Southem Hemisphere, due 1o opposite seasons fram

8/1/05.

41




h)

(h

. CLASSIG:
la.mnlmm'nmm

NJ9O NJ97

NJ8O NJ3S

USAGE

Jeans

« Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not limited to print advertising, outdoor, indoor, collateral, direct mail, trade boolh displays.

PR and websile for 1 year from B8/1/05.

o 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional year in the Southemn Hemisphere, due 10 opposite seasons from

§/1/05.

42




Jeans

« Worldwide consumer and irade advertising (excluding Southern Hemisphere) inchuding, bul not limiled $o pri

PR and website for 1 year from 8/1/05.
o 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional year in the Southem Hemisphere, due to opposlie seas

8/1/05.

Fali cCCE

DOMESTIC MENS JEANS INSTORE

FRONT

BACK

B S P TR S L A S T R T

R R

AR BV e W AT

e R

B T e v

VINTAGE DEEP GREEN

VINTAGE SAND POCKET

USAGE

inl adverfising, outdoos, indoor, collateral, direct mail, trade booth displays,

ons from




FalL  2CCE

NJ87, NJ78, NJ101, NJ88, Ni81, NI83

DOMESTIC MENS JEANS DENIM FIT GUIDE

USAGE

Jeans
« Worldwide consumer and {rade advertising (excluding Southern Hemisphere) inchiding,
PR and website for 1 year from 8/1/05.
» 2 year worldwide usage on all in-store PO
8/1/05.
44

but not limiled lo print advertising, outdoor, indoor, collateral, direc! mall, trade booth disptays,

S images from 8/1/05. The same usage as above for an additional year in the Southern Hemisphere, dus 1o opposite seasons trom



Lo z005 ‘

T
B

USAGE ‘
Jeans
o Worldwide consumer and trade adverfising {exclutiing Southern Hemisphere) including, but not fimited to print advertising, outdoor, indoor, collateral, direct mail, trada booth displays,

PR and website for 1 year from 8/1/05.
o 2 year worldwide usage on alf in-store POS images from 8/1/05. The same usage as above for an additional year in the Southern Hemisphere, due 10 opposite seasons from

8/1/05.
45 1




T K |
g Wumga)

NJSO NJ101

USAGE

Jeans
« Worldwide consumer and trade adverlising (excluding Southem Hemisphere) including, but not limiled 1o print advertising, outdoor, indoor, collateral, direct mall, irade booth displays,

PR and websile for 1 year from 8/1/05.
» 2 year worldwide usage on all in-store POS images from B/1/05. The same usage as above for an additional year in the Southern Hamisphere, due 1o opposile ssasons f-om

8/1/05.

46




USAGE

Jeans
« Worldwide consumer and trade advertising (excluding Southern Hemisphere} including, but not limiled 0 print adveriising, outdoor, intloor, collateral, direct mail, irade booth displays,

PR and website for 1 year from 8/1/05.
o 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as ahove for an additional year in the Southern Hemisphere, due to opposite seasons from

8/1/05.

47



USAGE

Jeans
« Worldwide consumer and trade agvertising (excluding Southern Hemisphere) inclucing, but not limited 1o print ad

PR and website for 1 year from 8/1/03.
» 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional ye

8/1/05,

vertising, outdoor, indoor, collaleral, direct mail, bade booth displays,

ar in the Southern Hemisphere, due to opposile seasans from

48




USAGE

Jeans
« Worldwide consumar and trade advertising (excluding Southern Hemisphare) including, but nol limited to print advestising, outdoor, indoor, collateral, direct mal, trade hooth displays,

PR and website for 1 year from 8/1/05.
* 2 year worldwide usage on all in-slore POS lmages from 8/1/05. The same usage as above for an additional year in the Southem Hemisphere, due to opposite seasons flom

8/1/05.

49



FaLL 200%

INTERNATIONAL MENS JEANS INSTORE

FRONT

USAGE
Jeans
« Worldwide consuimer and trade atvertising (excluding Southern Hemisphere) including, but net limited Lo print advertising, autdoor, indoor, collateral, direct mail, trade booth dispiays.
PR and website for 1 year from B/1/05.
| year in the Seuthern Hemisphare, due 1o opposile seasons from

» 2 year worldwide usage on all in-store POS images from B/1/05. The same usage &s above for an addiliona
8/1/05.

50




INTERNATIONAL MENS JEANS LIGHTBOX

USAGE

Jeans
« Woridwide consumer and trade advertising (excluding Southern Hemisphere) including, but nol imited to print advertising, outdoor, indoor, collaterat, direcl mal, trade booth displays,

PR and website for 1 year from 8/1/05.
* 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above {or an addllional year in the Southern Hemisphere, due to opposite seasons from

8/1/05.
51




NAU

TICA

FALL <

DOMESTIC BOYS

SAlL CLOTH USAGE

=

S104

INSTORE

USAGE
Boys
« Worldwide consumer and irade advertising {excluding Southem Hemisphere) inclu

PR and website for 1 year from 8/1/05.
« 2 year worlgwide usage on all in-store POS image:

8/1/05.

ding, but not fimiled {o prini adveriising. outcoor, indoor, collateral, direct mail, trace hooth displays,

s from B/1/05. The same usage as above for an aditional year in the Southern Hemisphere, du 1o opposile seasons from

52




NAUTICA

Felo o

DOMESTIC BOYS INSTORE

USAGE

Boys
« Worldwide consumer and trade advertising (excluding Southern Hemisphere} including, bul not limited 1o print advertising, outdoor, indoor, collateral. direct mail, trade booth displays.

PR and website for 1 year from 8/1/05,
« 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional year in the Southem Hemisphere, due to opposite seasons from

8/1/05.
53



NAUTICA

USAGE

Boys

« Worldwitle consumer and lrade advertising {excluding Southern Hemisphers} including, but nol limited to print adverlising,

PR and wehsile for 1 year {rom 8/1/05.
= 2 year worldwide usage on al in-store POS images from 8/1 /05. The same usage as ab

8/1/05.

7
)y
[}

DOMESTIC BOYS INSTORE

B55 B57

outcoor, indloor, collateral, direct mafl, trade booth displays,

ave for an additional yeas in the Southem Hemisphere, due fo opposite seasons from

54




NAUTICA

B61

B58
USAGE
Boys
 Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, bul not limited to print advertising, ouldoor, indoox, collateral, direct mail, Irade booth displays,

PR and website for 1 year from 8/1/05.
» 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above

8/1/05.
55

for an additional year in the Souihern Hemispliere, due to opposile seasons from



NAUTICA

FALi. 2005

INTERNATIONAL BOYS BILLBOARD

B61

USAGE
Boys
« Worldwide consumar and trade acverfising {excluding Southern Hemisphere) inctuding, but not Jimiled o print advertising. outdoor, indoor, collateral, direct mail, trade booth displays,
PR and website for 1 year from 8/1/05.
year in the Southemn Hemisphere, dug 1o opposite seasons from

= 2 year worldwide usage on all in-store POS images {rom 8/1/05. The same usage as ahove for an addilional
8/1/03.
56



NAUTICA

n
1>
(%
0
)
(52}

USAGE

Boys
» Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, bul not limlted to print advertising,

PR and website for 1 year from 8/1/05.

» 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional year in the Southemn Hemisph

8/1/05.

outdoot, indoor, collateral, direct mafl, irade booth displays,

ere, due 1o opposite seasons from

57




NAUTICA

)

co

it

FAL L

INTERNATIONAL BOYS INSTORE

USAGE

Boys
© Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not limited to print adverising, outdoor, indoor, collateral, direct mail, irade booth disdlays,

PR and websile for 1 year from 8/1/05.
« 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional year in the Southern Hemisphere, due to opposile seasons from

8/1/05.
58



NAUTICA

B56 B57

USAGE
Boys
» Worldwide consumer and frade advertising (excluding Southern Hamisphere) inchsding, but not limited fo print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,

PR and wehsite for 1 year trom 8/1/05.
o 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional year in the Southem Hemisphere, due 10 opposite seasons fram

871/05.
59




NAUTICA: "

DOMESTIC KIiDS MALL PANEL

NAUTICA - =

|yt . w ee kA

K33, K36, K34, K38

USAGE
Kids
« Worldwide consumer and trade advertising {excliding Southern Hemisphere) including, but not limited to print adverlising, outdoor, indoor, coliateral, direct mail, rade booth displays,

PR and wehslie for 1 year from 8/1/05.
« 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an addilional year in the Southern Hemisphere, due to opposile seasons from

8/1705.
60




NAUTICA " =

FA L o=

I IR [

DOMESTIC KIDS CASHWRAP

K38

DOMESTIC KIDS PRODUCT POSTERS

K33 K38 K41
K43 K44 K42

USAGE

Kids

« Worldwide consumer and tiade advertising (excluding Southern Hemisphere) including, but not limited to print advertising, outdoor, indoor, coliateral, direct mall, trade booth displays,
PR and webstle for 1 year from 8/1/05.

2 yaar worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an adgitiona! year In the Southem Hemisphere, due 1o opposite seasons from

8/1/05.
61




NAUTICA ~. =

FA_L 2077

DOMESTIC KIDS INSTORE

PIPPPRIIII - -

K39 K40

USAGE
Kids
« Worldwide consumer and trade atvertising (excluding Southern Hemisphere) inciuding, but not fimited to print adventising, outdoar, indoor, collateral, direct mail, lrade booth displays.

PR and website for 1 year from 8/1/05.
o 2 year worldwide usage on all in-slore POS images from 8/1/05. The same usage as above for an addifional year in Ihe Southern Hemisphere, due to opposile seasons from

8/1/05.
62



T —— e e T e e L

SPRING 2005

DOMESTIC BOYS INSTORE

—_‘h_-—_.._.—.___—_—_.

——

USAGE

Boya

* Woildwida consumer and tradlg advartisi meluding, but ney lmbled to pring advertising,
2/1/05.

outdoay, Indoor, eofateral, direct mal, frals bogth displays, PR and welsita fof 1 yaar from
® 2 year varlihvide usage on afl In-stora POS kmages fram 2/1/05. The sama u=aga as g
05.

due o oppostts seasons from

36



SPRING 2005

DOMESTIC BoOYs INSTORE

———

—

B52

USAGE

Boys

' Workdviida consumier sind trada edvarflsing lichding, but not (imleg W print advertfshy, outdoor, intloor,
21105.

* 2 year workivido usaga on al In-slwe POS knnges fom 2/1/05, The sams usage as nbove for an atldl
21105,

colfateral, direct niodl, trads hooth displays, PR and websita for 1 year from

lanat yeer n the Southem Hemisphare, dis to opposita s2250n8 {rom

37




NAUTICA

—. , KIDS

USAGE
Boya

—— e —— =t 2o 4 e s

SPRING 2005

INTERNATIONAL BQYS BILLBOARD

INTERNATIONAL BOYS LIGHTBOX

——— . — —

~'Worldwlda consumer and trada adverfising kcluding. but not tmited fo print advaritsing, ovtdoos, Indoar, coflaters!, direct huall, trade booth displays, PR and webssile for 1 year from

21/05,
* 2 year worldwide 1saga on all in-
2/1/05.

store POS imagas fiom 2/4/05. The sama usage as abova for en eddltional yaor In the Southem Hemisphers. dus to oppoeztia seasong frum

38




NAUTICA

KIDS

SPRING 2005

INTERNATIONAL BOYS BUS SHELTER

USAGE

Boys
* Warldhwide consumer and bada adverlising (ncluding, but not imited to print adverllshig, outdoor, Indour, colateral, direct mali, irude booth displays, PR and webshe for 1 year from
211105,
« 2 year workdviits usage on ll In-store POS tmages from 2/1/05. The saime usage as above for en addlonal yer In tha Suulham Hemisphare, dus to opposita seasons from
211705,
39



NAUTICA

KIDS

USAGE
Hoya

SPRING 2008

INTERNATIONAL BOYS SPRING INSTORE

o Worldvida consumer snd trads adverlising including, but not Imiled ta prltt adverlshgy, autdoor, Indoor. cullateral, dliect mak, Yads boalh tlzplays, PR and viebsite for 1 yar from

21/05.

o 2 yer woildwila usays an all in-store POS linagas froin 2/1/05. The saimo usage as ehova fur an addilonal yaar in the Soulhem Hemigphers, dua to oppasiia seasons from

2/1/05.

40



NAUTICA

KIDS — e e

SPR

ING 2005

DOMESTIC KIDS CASHWRAP

USAGE
Kids

21105
* 2 yoar worlriwite usage an all In-store POS Imagss from 2A1/05. The same u

2H/05.

< Worldwide consumier and tmda adverlising tneluding, but not Bmited to frint advertisig, outdoot, indoor. collateral, diect mal, trads both displays, PR and wobslle for 1 yaal from

5390 03 alova for an addtional year i the Southem Hemisphere, tus to oppostts seasons fom
41



NAUTICA

e KiDS

SPRING 2005

DOMESTIC KIDS INSTORE

—~—

USAGE

Kids

~Workdwlda consimet and trads edvertising ncluding, bt not Imited 1o qrint advariishiy, outdaar, ndoor, collaters!, direct mall, tinds boot dlisplays, PR and webslia for 1 yea! frm
21705,

® 2 year worldwida usagie on al} in-store POS Images from 2//05. The same usapa &3 above for an addifonal year tn the Southern Hemisphers. du to apposite saasons kum
21/05,

42




NAUTICA

- KIDS

SPRING 2005

DOMESTIC KIDS INSTORE

USAGE

Kida

»'Worldwids cousumer and frada advarfisinp including, bt nol Nimitad to print advertising, outdoor, Intsar, collateral, tihect mall, trads Lol displays, PR and websita fos 1 yent fom
21/05.

= 2 yaar woildwida usags on all in-clore POS images from 21/05. Tho same usaga at above fo an additfonnl year in 1he Southam Hemisphers, dus to opnasie sessons from
2A/DS,

L




usage
Footvigar

o Workdwida consumer ang trude atveriising Incitxding,

211/05.
* 2 yoar worlthvida usag
2/1/05,

NAUTICA

e e—m e _KiDS

e - e e —— e

SPRING 2005

DOMESTIC FOOTWEAR INSTORE

T ———————

e ———— e

bt not Kmtted to print advartising, atidoor,

Iloor, cofateral, diect i, irada boath dlisptays,
8 an all v-slore POS Imeges from 2/1/05, Tha

Pﬂandwebsftalunywhm

Serme usaga as abova for &n agijong) year In the Southem Hemlsphers, due o 0pposlts seasons from



' NAUTICA

HOLIDAY 2005 IMAGE BOOK




NAUTICA

HOLIDAY 2005

THOMAS JANE USAGE

We are very excited to launch the Holiday 2005 Navigate Life
campaign. Hi-resolution images will be available to you shortly via Shared
Marketing Services Brand Construction Kit, a new Nautica FTP site. One
special feature of this campaign is actor, Thomas Jane. Thomas Jane can
be seen in such movies as “The Punisher”,* The Sweetest Thing” and

“Boogie Nights".

As Thomas is exclusive to Nautica through the Holiday 2005 campaign,
it is crucial to adhere to the strict permitted usage requirements regarding
his image. You will find these usage guidelines on the FTP site. Please be
advised that any image that includes Thomas Jane whether it is in-store or
print/outdoor/trade advertising may not be used after February 28, 2006.
As a condition of your use of these images, you are obligated to remove
any existing images by this date.

We appreciate your awareness of, and adherence to, this obligation.
We are confident that our new campaign featuring Thomas Jane will be
mutually beneficial to you and NAUTICA.



| NAUTICA

)
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HOLIDAY 2

DOMESTIC SPORTSWEAR SAIL CLOTH USAGE

S144
ADVERTISING

ADDITIONAL SPORTSWEAR IMAGES

USAGE
Sportswear
« Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not fimited to print advertising, outdoor, indoor, collateral, direct mail, rade booth displays,

PR and website for 1 year from 11/01/05.
« 2 year worldwide usage on all in-store POS images from 11/01/05, The same usage as above for an additionat vear in the Southem Hemisphere, due to opposite seasons from

11/01/05.
3
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NAUTICA

HOLIDAY 2005

DOMESTIC SPORTSWEAR INSERT

FRONT PAGE SPREAD ‘ BACK PAGE
5146 S147, S150, S149 S155
S148, S152, T28

FOLD-OUT POSTER
S143

USAGE

Sportswear
* Worldwide consumer and tracke advertising (excluding Southern Hemisphere) including. but not limited to prinl advertising, outdoor, indoox, collateral, direct matl, trade booth displays,

PR and website for 1 year from 11/01/05.
o 2 year worldwide usage on all in-store POS images from 11/01/05. The same usage as above for an additional year in the Southern Hemisphere, due to opposite seasans from

11/01/05.




NAUTICA

HOLIDAY 2005

DOMESTIC SPORTSWEAR GATEFOLD

§ .
S146 S147, 5150, S154 S143
S$148, S152, 728

DOMESTIC SPORTSWEAR PRINT

S143 S$146, 5143

USAGE

Sportswear
© Worldwide consumer and trade advertising excluding Soulhem Hemisphere) including. but not limited to print adverlising. outdoor, indoor, collateral, direct mail, trade booth displays,

PR and website for 1 year from 11/01/05.
« 2 year worldwide usage on afl in-store POS images from 11/01/05, The same usage as above for an additional year in the Southern Hemisphere, due to opposite seasons from

11/01/05.



NAUTICA

HOLIDAY Z0G0G5

DOMESTIC SPORTSWEAR PRINT

N AUT.CA . . ,
S152, 5143 S147, S150, S154
$148, S152, 728, S143

USAGE ‘ |
Sportswear |
« Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not imited to print advertising, outdogr, indoar, cotateral, direct mall, trade bootr displays,

PR and website for 1 year from 11/01/05.
« 2 yaar worldwide usage on all in-store POS images from 11/01/05. The same usage as above for an additional year i the Southern Hemisphere, due 10 opposite seasons rom

11/01/05.
6




NAUTICA

HOLIDAY 20058

DOMESTIC SPORTSWEAR OUTDOOR BILLBOARD

!

B,

S$152, S143

USAGE

Sportswear
« Worldwide consumar and wrade advertising {excluding Southern Hemisphere) including, but not imited to print advertising. outdoor, indoor, coltateral, direct mail, trade booth displays,

PR and website for 1 year from 11/01/05.
© 2 year worldwide usage on all in-store POS images from 11/01/05. The same usage as above for an addlitionat year in the Southein Hermisphere, due to opposite seasons from

11/01/05,




NAUTICA

HOLIDAY 2005

DOMESTIC SPORTSWEAR INSTORE

$153 5157

S158

USAGE

Sportswear

« Worldwide consumer and frade advertising (excluding Southern Hemisphere) including, bul not limited to prinl advertising, outdoor, incoor, collateral, direct mail, trade booth displays,
PR and website for 1 year from 11/01/05.

« 2 year worldwide usage on all in-store POS images from 11/01/05. The same usage as ahove for an adblilional year in the Southern Hemisphere. due to opposite seasons from
11/01/05.




NAUTICA

HOLIDAY 20065

DOMESTIC SPORTSWEAR INSTORE

ACWINNING GiF

S184

A NINNING DF T g !

USAGE ‘
|

Sportswear
« Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not fimited to print advertising. outdoor, indoor, collaleral, direct mail, trade booth displays,

PR and website for 1 year from 11/01/05.
o 2 year worldwide usage on all in-store POS images from 11/01/05. The same usage as above for an additional year in the Southern Hemisphere, due 10 opposite seasons from

11/01/05,
S




NAUTICA

HOLIDAY ZC05

DOMESTIC TAILORED PRINT

728, 5143 S$152, T28, S143

USAGE
Tailored
» Worldwide consumer and trade advertising {excluding Southern Hemisphere) inclutiing, but nat hmited to print advertising, outgaoor, indoo, collateral, direct mall, trade booth displays,

PR and website for 1 year from 11/01/05.
= 2 year worldwide usage on all in-store POS images from 11/01/05. The same usage as above for an additional year in the Southern Hemisphere, due to opposite seasons from

11/01/05.

10



NAUTICA

HOLIDAY 2008

DOMESTIC TAILORED INSTORE

T28

USAGE

Taliored

* Worldwide consumer and trade adventising (excluding Southern Hemisphere) including, but not limited to print advertising, outdoor, indoor, collateral, direct mail, tradie booth displays,
PR and website for 1 year from 11/01/05.

* 2 year worldwide usage on all in-store POS images from 11/01/05. The same usage as above for an additional year in the Southern Hemisphere, due 10 opposite seasons from
11/01/05.

11
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NAUTICA

SPRING 2777

ED BURNS USAGE

We are very excited to launch the Spring 2006 Navigcate Life campaign
Hi-resclution images will be avanable to yeu shortly via Sharsd Marketing
Services Brand Constructicn Kit, the Neutica FTP site. Onez special
feature of this campaignh is actor. Ed Burns. Ed Burns can pe se2i in
such movies as "Saving Private Ryan ' ."15 Minutes” and "Coniidance

As Ed is exclusive to Nautica through the Spring 2006 campaign. it is
crucial to adhere to the strict permitted usage requirements regarding his
image. You will find these usage guidelines on the FTP site. Please be
advised that any image that includes Ed Burns whether it is in-store or
print/outdoor/trade advertising may not be used after March 1. 2007.

As a condition of your use of thaese images. you are obligatad to remove
any existing images by this date.

We appreciate your awareness of and adherence to. this cbligation.
We are confident that cur new campaign featuring Ed Burns will be
mutually beneficial to you and NAUTICA.



NAUTICA

SPRING 20C.

DOMESTIC SPORTSWEAR PRINT

USAGE

Sportswear
=« Waorldwide consumer and trade advertising {excluding Southern Hemisphere) including, but not limited to print advertising, outdoor, indoor, collateral, direct mall, trade boolh displays,

PR and website for 1 year from 3/1/06.
» 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Herisphere, due 1o opposite seasons from 3/1/06




NAUTICA

it
i

(N

DOMESTIC SPORTSWEAR PRINT

SNAUTICA.

S176 S169

USAGE

Sporiswear
« Worldwide consumer and trade advertising (excluding Southern Hemisphere} including, but nol limited 10 print advertising, outdoor, indoor, coliateral, direct mail, trade booth displays,

PR and websile for 1 year from 3/1/06.
« 2 year worldwide usage on all in-slore POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due to opposile seasons from 3/1/06
4



NAUTICA

DOMESTIC SPORTSWEAR PRINT

SPORTSWEAR INSERT - 4 PG

LEFT HAND - RUN FRONT PAGE SPREAD BACK PAGE
OF BOOK PAGE S167 S164, S169 Sw23
H31

" INAUTICA

COPYSPLIT
S169

USAGE
Sportswear
« Woridwide consumer and trade advertising {excluding Southern Hemisphere) including, but not fimited lo print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,

PR and websile for 1 year from 3/1/06.
« 2 year worldwide usage on all in-slore POS images from 3/1/06. The same usage as ahove for an additional ysar In the Southern Hemisphere, due to opposite seasans from 3/1 106.




NAUTICA

SPRING 2006

DOMESTIC SPORTSWEAR PRINT

SPORTSWEAR INSERT - 8 PG

FRONT PAGE SPREAD SPREAD
S176 S161 S164, S169

SPREAD BACK PAGE RIGHT HAND -
S$170 T30 RUN OF BOOK PAGE
S177

COPYSPLIT
S164

USAGE

Sportswear
» Worldwide consumer and trade advertising {excluding Southem Hemisphere) including, bul not limiled to print advertising, outdoor, indoor, colfaterat, direct mall, trade booth displays,

PR and website for 1 year lrom 3/1/06.
o 2 year worldwide usage on all in-slore POS Images from 3/1/06. The same usage as above for an addilional year in lhe Soulhern Hemisphere. due 1o opposite seasons from 3/1/06.



T

NAUTICA

SFR

I\

DOMESTIC SPORTSWEAR INSTORE

gl

M
i)

\

USAGE

Sportswear

« Worldwide consumer and {rade advertising (excluding Southern Hemisphere) Including, but not limited 1o print advertising, outdoor, indoor, collaleral, direcl mai, trade boolh dispfays,
PR and website for 1 year from 3/1/06.

e 2 yaar woridwide usage on all in-slore POS images from 3/1/06. The same usage as above for an additional yzar in the Southern Hemisphere, due lo opposite seasons from 3/1/06.



NAUTICA

SF - 200Ce

DOMESTIC SPORTSWEAR INSTORE

USAGE

Sporiswear
« Worltiwide consumer and {rade adverlising (excluding Southern Hemisphere) including, but not limited to print adverlising, outdoos, indoor, collateral, direct mail, irade booth displays,
PR and website for 1 year from 3/1/06.

« 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due 10 opposile seasons from 3/1/06.

T [



NAUTICA
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DOMESTIC SPORTSWEAR PRINT

FATHERS DAY INSERT

Iy tdu e

LEFT HAND - FRONT PAGE SPREAD SPREAD
RUN OF BOCK PAGE 5174 w12, S173 S§172, 730
S171

P>

Tt vevrs furmn whesr tew tree kv

SPREAD BACK PAGE
$160, 8175 5165

COPYSPLIT
S171

USAGE

Sportswear
« Worldwide consumer and trade advertising (excluding Southem Hemisphere) including, but not fimited to print advertising, outdoor, indoor, cotlatera, direct mall, trade booth displays,

PR and websile for 1 year from 3/1/06.
o 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due 1o opposile seasons from 3/1/06.




NAUTICA

)
DOMESTIC SPORTSWEAR PRINT - FATHERS DAY ROP

—————

‘ USAGE

Sporiswear

‘ o Worldwide consumer and frade adverlising (excluding Southern Hemiisphere) including, but not limited to print advertising. outdoor, indoor, collateral, direct mail, trade booth displays,
PR and webslte for 1 year from 3/1/06.

‘ « 2 year workdwide usage on alt in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due 1o opposile seasons from 3/1/06.




NAUTICA

SPRING 207

INTERNATIONAL SPORTSWEAR PRINT

USAGE
Sportswear
« Worldwide consumer and trade advertising {excluding Southern Hemisphere) including, but not fimiled lo print advertising, outdoor, indoor, collateral, direct mail, trade booth displays.

PR and websile for 1 year from 3/1/06.
» 2 year woskdwide usage on al in-store POS images from 3/1/06. The same usage as ahove for an additional year in he Southem Hemisphere, due to opposite seasons from 3/1/06

11



NAUTICA

i
i
3]

INTERNATIONAL SPORTSWEAR PRINT

f

-IAEB r“!‘-fl d{ A.

‘ngt(’

S169 S161 S171

USAGE

Sportswear

« Worldwide consumer and trade advertising {excluding Southern Hemisphere} including, but nat limited 1o print adverlising, outdoor, indoor, collateral, direct mail, trade booth displays,
PR and website for 1 year from 3/1/06,

« 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, dus to opposite seasons {rom 3/1/06

12



NAUTICA

INTERNATIONAL SPORTSWEAR NEWSPAPER ROP

Fy j‘ 'i}fnh:
S171
FATHER’S DAY ONLY

INTERNATIONAL SPORTSWEAR BILLBOARD

USAGE

Sportswear
« Worlcwide consimer and trade advertising {excluding Southern Hemisphere) including, bul ot fimited Lo print advertising, outdoor, indoor, collateral, direct mai, trade booth displays,
PR and website for 1 year from 3/1/06.
= 2 year worldwitle usage on all in-store POS images from 2/1/06. The same usage as above for an additional year in the Southem Hemisphere, due fo opposite seasons from 3/1/06
13



NAUTICA

INTERNATIONAL SPORTSWEAR INSTORE

USAGE
Sportswear
« Woridwide consumer and irade advertising {exciuding Southem Hamisphere) including, but not limiled to print adverlising, autdoor, indoor, cofiateral, direct mal, trade booth displays,

PR and website for 1 year from 3/1/06.
« 2 year worldwide usage on all in-store POS images {rom 3/1/06. The same usage as above lor an addltional year in the Southern Hemisphere, due to opposite seasons from 3/1/06

14
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NAUTICA

SFEFRINC 2046

INTERNATIONAL SPORTSWEAR INSTORE

5182

USAGE

Sporiswear
« Worldwicle consumer and trade advertising {excluding Southem Hemisphere) including, but not fimited to print adverlising, outdoor, indoor, coliateral, direct mail, irade booth displays,
PR and website for 1 year from 3/1/06.

« 2 year worldwide usage on all in-slore POS images from 3/1/06. The same usage as above fof an additional year in the Souther Hemisphere, due 1o opposite seasons from 3/1/06
15




NAUTICA

SFRIMNG zZ0C *

INTERNATIONAL SPORTSWEAR BUS SHELTER

$169

T30

USAGE

Sportswear

o Worldwide consumer and frade advertising (excluding Southern Hemisphere) including, but not imited to print advertising, outdoor, indoor, collateral, direct mail, trade booth displays.
PR and website for 1 year from-3/1/06.

* 2 year worldwide usage on all in-slore POS images from 3/1/06. The same usage as above for an additional yoar in the Southem Hemisphere, due to opposite seasons from 3/1/06

16




NAUTICA

€4}
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INTERNATIONAL SPORTSWEAR LIGHTBOX

sle4 S166

USAGE

Sportswear
« Worldwide consumer and trade advertising {excluding Southem Hemisphere) including, but not limited lo prinl adveriising, outdoor, indoor, collaterat, direct mail, trade boolh displays, !

PR and website for 1 year from 3/1/06.

2 year worldwide usage on all in-store PGS images from 3/1/06. The same usage as above for an additiona! year in the Southern Hemisphere, due lo opposite seasons from 3/1/06
17




NAUTICA

DOMESTIC EYEWEAR INSTORE

NAUTICA
E21

E21

USAGE

Eyewear
« Worldwide consumer and trade advertising {excluding Southern Hemisphere} includiing, but not imiled ta print advertising, outdor, indoor, coltateral, direct mail, trade booth disolays,
PR and website for 1 year from 31/1/06.
2 year worldwide usage on all in-store POS images from 31/1/06. The same usage as above for an additional year in the Southern Hemisphers, due to opposite seasons from 31/1/06.

18



NAUTICA

USAGE
Eyewear
« Worldwide consumer and trade advertising (excluding Southern Hermnisphere) including, but nol limited o print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,

PR and website for 1 year from 31/1/06.
e 2 year worldwide usage on all in-store POS images from 8/1/05. The same usage as above for an additional year in the Southern Hemisphere, dug 10 opposite seasons from 31/1/06.

19




NAUTICA

T29 131

USAGE
Tailored
o Worlcwide constimer and irade advertising {excluding Southem Hemisphere) including, but not imited fo print advertising, outdoor, indoor, coliateral, direct mail. tradg booth displays,

PR and website for 1 year from 3/1/06.
* 2 year worldwide usage on all in-slore POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due 1o opposite seasons from 3/1/05.

20




w12

USAGE

NAUTICA

2006

0N

DOMESTIC WATCH INSTORE

AUTICA 4|

S177

NAUTICA

w10

AUTICA 4

w10

Footwear
« Worldwide consumer and lrade advertising (excluding Southem Hemisphere) including, but not limited to print advertising, outdoor, indoor, coflateral, direct mail, frade booth displays,

PR and website for 7 year from 3/1/06.
+ 2 year warldwide usage on all in-store POS images irom 3/1/06. The same usage as ahove for an additional year in the Soulhern Hemisphare, due to opposite seasons from 3/1/08.
21




DOMESTIC FOOTWEAR PRINT

USAGE

Footwear
« Worlclwide consumer and trade adverlising {exclucting Southern Hemisphere) including, but not limited to print adverlising, outdoor, indoor, collateral, direct mai, trade booth displays,

PR and website for 1 year from 3/1/06.
= 2 year workiwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Soulhem Hemisphere, due to opposile seasons from 3/1/06.
22



NAUTICA

c. -

]

S169, H27,
H26, H29, H31

S167 S169, H27, H31
H26, H29

DOMESTIC HOME INSTORE

USAGE

Home

» Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but nat limited to print advertising, auldoar, indoar, collateral, direct mail, rade booth displays,
PR and website for 1 year from 3/1/06.

» 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in ihe Southem Hemisphere, due to opposite seasons from 3/1/08.

23



NAUTICA ;
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DOMESTIC WOMENS SLEEPWEAR PRINT

WSLP11

USAGE

Sleepwear
= Worldwide consumer and trade advertising (excluding Southern Hemisphere) inchuding, bul not limited to print advertising, outdoor, indoor, collateral, direct mall, trade booth displays,
PR and website for 1 year irom 3/1/085.

o 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an addilional year in the Southem Hemisphare, due 10 opposite seasons from 3/1/06.
24




NAUTICA

SFRING 200CF

DOMESTIC WOMENS SLEEPWEAR INSTORE

" 1

WSLP12

WSLP13 WSLP10 WSLP10

USAGE

Sleepwear

« Woridwide consumer and \rade advertising (excluding Southern Hemisphere) Including, but not finiled to print advertising, ouldoar, indoor, coflateral, direct mail, fracle booth displays,
PR and website for 1 year from 3/1/06.

« 2 year workiwidz usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due to apposite seasons from 3/1/06.

25



NAUTICA

SPRIT 5 .

MSLP10

MSLP10

MSLP10

USAGE

Sleepwear
« Worldwide consumer and trade advertising {excluding Southern Hemisphere) including, but not limiled to print adverlising, outdoor, indoar, collateral, direct mail, trade booth displays,

PR and webslie for 1 year fram 3/1/06.
= 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due 10 opposile seasons from 3/1/06.

26



NAUTICA
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DOMESTIC MENS UNDERWEAR INSTORE

USAGE

Sleepwear
« Worldwide consumer and lrade advertising {excluding Southem Hemisphere) including, but not fimited to print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,

PR and website for 1 year from 31/1/06.
» 2 year worldwide usage on all in-store POS images from 31/1/06. The same usage as above for an additional year in the Southern Hemisphere, dug to opposile seasons from 31/1/08.
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NAUTICA
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DOMESTIC SWIM PRINT

USAGE

Swim

» VWorldwide consumer and frade advertising (exciuding Southern Hemisphere) including, bul not fimited to print advertising, outdoor, indoor, collateral, direct mail, rade booth displays,
PR and website for 1 year from 3/1/06.

» 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due to opposile seasons from 3/1/06.

28



NAUTICA

SFRING 2008

DOMESTIC SWIM INSTORE

USAGE

Swim
« Worldwide consumer and trade adverlising (excluding Southern Hemisphere) including, but nof limited 1o print adverfising, outdoor, indoor, collateral, direct mall, trade booth displays,

PR and webslle for 1 year irom 3/1/06.
« 2 yeat worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hamisphere, due 10 opposite seasons from 3/1/06.

29




SPEII

DOMESTIC MENS JEANS BILLBOARD

NJ106 NJ107

USAGE
Jeans
« Vorldwide consumer ant trade advertising (excluding Southern Hemisphere) including, but not limited Lo print advertising, ouldoor, indoor, coffateral, direct mail, racle booth displays.

PR and websile for 1 year irom 3/1/06,
o 2 year worldwidz usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due to apposite seasons from 3/1/05.

30



NJ107

USAGE

Jeans 1
« Worldwide consumer and trade advertising (excluding Southem Hemisphare) including, but nol limited to print advertising, ouldoor, indoor, collateral, direct mail, trade booth displays, !
PR and website for 1 year from 3/1/06.
» 2 year worldwide usage on afl in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due to opposite seasons from 3A1/06.
31




SERIMNG 2777

DOMESTIC MENS JEANS INSTORE

BACK

NJ109

USAGE

Jeans
« Worldwide consumer and trade advertising (excluging Southern Hemisphere) including, but not timited to prin} advertising, ouldoor, indoor, collateral, direct matl, trade booth displays,
PR and website for 1 year from 3/1/06.
« 2 year woridwide usags on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, dus 1o opposite seasons from 3/1/06.
32




BACK

DOMESTIC MENS JEANS DENIM FIT GUIDE POS

NJ115, NJ113, NJ112, NJ114, NJ111

USAGE

Jeans
« Worldwide consumer and irade advertising (excluding Southern Hemisphere) including, but not limiled Lo print adverlising, ouldoor, indoor, collateral, direct mail, trade booth displays,
PR and website lor 1 year irom 3/1/06.

« 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an addiional year in the Southern Hemisphere, due 1o opposite seasons from 3/1/06.
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USAGE

Jeans

» Worldwide consumer and frade atvertising (excluding Southem Hamisphare) including, but not limited 10 print advertising, outdoor, indoor, coflateral, direct mail, trade booth displays,
PR and webslie for 1 year from 3/1/08.

* 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in (he Souther Hemisphere, dug to opposite seasons {from 3/1/06.
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SFEFRIN . 2008

DOMESTIC MENS JEANS INSTORE

FRONT

NJ106 NJ107

USAGE

Jeans

» Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but ot limited to print adverlising, outdoor, indoor, coltateral, direcl miail, lrade booth displays,
PR and website for 1 year from 2/1/06.

2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere. duz to opposite seasons from 3/1/06.
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INTERNATIONAL MENS JEANS BILLBOARD

NJ106 NJ107

INTERNATIONAL MENS JEANS PRINT

USAGE

Jeans

 Worldwide consumer and Irade advertising excluding Southem Hemisphere) inciuding, but not limited 1o print advertising, ouldoor, indoor, collaleral, direct mail, frade booth displays,
PR and webslie for 1 year lrom 3/1/06.

= 2 year worldwide usage on all In-store POS images from 3/1/06. The same usage as above for an addilional year in the Southern Hemisphere, due 10 opposile seasons from 3/°/0G.
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INTERNATIONAL MENS JEANS PRINT

7

NJ106 NJ107

USAGE

Jeans

« Woildwide consumer and trade advertising (excluding Southern Hemisphere) including, but rot limited to prinl advertising, outdoor, indaor, coflateral, direct mail, trade booth displays,

PR and website for 1 year from 3/1/06.

» 2 year worltwide usage on all in-store POS Images from 3/1/06. The same usage as above for an addilional year in the Southem Hemisphere, due to opposite seasons from 3/1/0G.
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n

INTERNATIONAL MENS JEANS BUS SHELTER

NJ106 NJ107

USAGE

Jeans

 Worldwide consumer and trade advartising (excluding Soulhern Hemisphere) including, but not fimiled to print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,
PR and website for 1 ygar lrom 3/1/06.

« 2 ysar woridwide usage on all in-store POS images from 3/1/05. The same usage as above for an additional year in the Southern Hemisphere, due to opposite seasons from 3/1/06.
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s

FRONT

BACK

USAGE

Jeans

* Worldwide consumer and trade adveriising (excluding Southern Hemisphere) including, but not limited fo print advertising, outdoor, indoor, collaleral, direct mail, irade booth displays,
PR and website for 1 year from 3/1/06.

» 2 year worldwide usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due to apposite seasons from 2/1/06.
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INTERNATIONAL MENS JEANS INSTORE

USAGE

Jeans
« Woridwide consumer and trade advertising (exciuding Southern Hamisphere) including, but not limited to print advertising, outdoor, indoor, coltateral, direct matl, trade booth displays,
PR and website for 1 year from 3/1/06.

2 year worldwide usage on all in-slore POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due (o opposiie seasons from 3/1/06.

40




0
7
)
)

)

INTERNATIONAL MENS JEANS LIGHTBOX

NJ107 NJ106

USAGE

Jeans
« Worldwide consumer and trade advertising (excluding Southern Hemisphere) inclutiing, bul not limited fo print advertising, outdoor, indoor, collaleral, direct mail, trade booth disptays,
PR and website for 1 year from 3/1/0G.

= 2 year worldwitie usage on all in-store POS images from 3/1/06. The same usage as above for an additional year in the Southern Hemisphere, due 10 opposile seasons {rom 3/1/08.
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NAUTICA 11

(n

DOMESTIC KIDS MALL PANEL

K53

USAGE

Kids

» Worlcwide consumer and trade advertising {excluding Southern Hemisphere) including, but ol timited to prinl advertising, ouldoor, indoor, collateral, direct mail, rade booth displays,
PR and websiie for 1 year from 3/1/06.

« 2 year worldwide usage on all in-slore POS images from 3/1/06. The same usage as above for an addilional year in the Southem Hemisphere, due to opposiie seasons from 3/1/08.

42



NAUTICAI L

DOMESTIC KIDS PRODUCT POSTERS

K53

USAGE
Kids
« Worldwide consumer and tratie advertising {excluding Southern Hemisphere) including, but not fimited to print advertising, outdoor, indoor, collteral, direct mall, trade booth dispiays,

PR and website for 1 year from 3/1/06.
« 2 year worldwide usage on all in-slore POS images from 3/1/06. The same usage as above for an additional year in the Southem Hemisphere, due to opposite seasons from 3/1/06.
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NAUTICA 1~

K47 K49 K46

K48

USAGE

Kids
* Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not limited to print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,

PR and website for 1 year from 3/1/086.
» 2 year worldwide usage on all in-siore POS images from 3/1/06. The same usage as above for an additional year In the Southern Hemisphere, due 10 opposite seasons from 3/1/06.



K51, K56

USAGE
Boys
« Worldwide consumer and irade advertising (excluding Southern Hemisphere) including, but not limiled 1o print advertising, ouldoot, indoor, collateral, direct mail, trade booth displays,

PR and website for 1 year irom 3/1/08.
« 2 year worldwide usage on all in-store POS images {rom 53/1/06. The same usage as above for an additional year in the Southemn Hemisphere, due 1o opposite seasans fram 3/1/08.
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NAUTICA

m

ED RURNS LEAE

We are very oo citad 1o zanch ine Fall J00A Nas

Hi-rezolution images will be a
Marketrng Serves

This is the sec ond SEEIon wWe aE endited Puofestare

Td Burns can e cesn in such mevias s Saving P
“15 Minutes” end Confidencs’

3 through the Holiday 2006 campaign,

1"\

o8]

As Ed is avilusive to Naut
itis crucizl to adhere 1o the strict penmitied us ge equirements
regarding his image. You wiil find these usage g delines on the
FTP site. Please be advised that zny image that i
whether it is in-store or print’outdoor: trade advertising may nat be
us=d after March 31 2007 (Southern Hemizperer August 31, 2007

CILJdeS Ed Burns

\

As a conditicn of your use of thess image:, you are chiigated 1o
remove any existing images by this date.

We appreciate your awareness of, and adherence to, this obligation.
We are confident that cur campaign festuring Ed Burns will be
mutually bensficial to you and NAUTICA.



NAUTICA

As Shalom iz excluthve 1o Neatica through
the Fali 2006 camipaign US only s

crucial 1o acthere to the Tict permitts

usage requiremients regarding Fisin
You will 1ind the
FTP cite Pleace be advised that any nrage

e usage guidalings on the

N

that includes Shalom in print/cutdoar. trade
advertising may not be used after Feburary 12007
For POS July 31, 2007. Any image that inlcudes Shalom in POS
may nct be used after july 31, 2007,

As a conditicn of your use of these images, you ars obligated 1o
remove any £xisting imagzes by this date

mutually beneficial to you and NAUTICA,




1 NAUTICA

DOMESTIC SPORTSWEAR PRINT

L

JNAUTICA _ ,; JNAUTICA

136 T35, 206, T36

USAGE

Sportswear

See Ed Burns usage page 2.




NAUTICA

FA_LC

DOMESTIC SPORTSWEAR PRINT

$199,5196

USAGE

Sportswear

See Ed Burns usage page 2.




NAUTICA

FALL 2007

DOMESTIC LANDSCAPE INSTORE

S213 5214

USAGE

Sportswear

. Worldwideconsumerandtradeadvertising{excluding SoutherHemisphere)including,butnotlimitedtoprintadvertising,outdoor,indoor,collateral directmail tradeboothdisplays,
PR and website for 1 year from 8/1/06.

-2yearworldwideusageonallin—storePOSimagesfrom8/1/06.ThesameusageasaboveforanadditionalyearinxheSouthemHemispher&:duetooppositeseasonsfro118/1/06.




NAUTICA

DOMESTIC SPORTSWEAR INSTORE

USAGE

Sportswear

See Ed Burns usage page 2.




NAUTICA

S202 B, 206

USAGE

Sportswear

See Ed Burns usage page 2.

W13

JNAUTICA]

5199, 5196

.
it




NAUTICA

FALL 277

INTERNATIONAL SPORTSWEAR PRINT

JNAUTICA

T36 $206, 5202

§202,5199, T36, 5203

USAGE

Sportswear

See Ed Burns usage page 2.




NAUTICA

FALL 2t

INTERNATIONAL SPORTSWEAR PRINT

8 PAGE INSERT

W13,5199

USAGE

Sportswear

See Ed Burns usage page 2.

10



NAUTICA

INTERNATIONAL SPORTSWEAR NEWSPAPER ROP

USAGE

Sportswear

See Ed Burns usage page 2.

Navigpte fifer

11




NAUTICA

INTERNATIONAL SPORTSWEAR BILLBOARD

USAGE

Sportswear

See Ed Burns usage page 2.

12




NAUTICA

FAL

INTERNATIONAL SPORTSWEAR INSTORE

USAGE

| Sportswear

See Ed Burns usage page 2.




NAUTICA

USAGE

Sportswear

See Ed Burns usage page 2.

INTERNATIONAL SPORTSWEAR BUS SHELTER

14



NAUTICA

USAGE

Sportswear

See Ed Burns usage page 2.

DOMESTIC SPORTSWEAR POS

15



NAUTICA

INTERNATIONAL LANDSCAPE LIGHTBOX

S214 WS04

USAGE

Sportswear

. Worldwideconsumerandtradeadvertisir\g(excludingSouthernHemisphere)including,butnotlimitedtoprintadvertising,outdoor,indocr,collateral.directmail.tradeboothdisplays,
PR and website for 1 year from 8/1/06.

-2yearworldwideusageonallin-storePOSimagesfrom8/1/06.Thesame usageasaboveforanadditionalyearintheSouthernHemisphere, duetooppasiteseasonsfrom8/1/06.

16




NAUTICA

DOMESTIC EYEWEAR INSTORE

E26 E26 £24

DOMESTIC CHILDREN EYEWEAR POS

USAGE

Eyewear
« Worldwideconsumerandtradeadvertising{excludingSouthernHemispherelinduding,

PR and website for 1 year from 8/1/06.
-2yearworldwideusageonallin-storePOSimagesfrom8/1 /OG.ThesameusageasaboveforanaddiﬂonalyearintheSouthemHemisphere,duetooppositeseasonsfromB/‘l 106.

See Ed Burns usage page 2 and Shalom usage on page 3.

butnotlimitedtoprintadvertising,outdoor,indoor,collateral. directmail tradeboothdisplays,

17




NAUTICA

USAGE

Sportswear

See Ed Burns usage page 2.

FALL 20 7

DOMESTIC TAILORED INSTORE

JNAUTICA

18




NAUTICA

USAGE

Sportswear

See Ed Burns usage page 2.

FAL nne

DOMESTIC WATCH INSTORE

19




NAUTICA

USAGE

Sportswear

See Ed Burns usage page 2.

Fatl 2707

DOMESTIC FOOTWEAR INSTORE

5203

20



NAUTICA

FAo_ 2006

DOMESTIC HOSIERY INSTORE

USAGE

Hosiery

. Woﬂdwideconsumerandtmdeadvertising(exdudingSouthernHemisphere)including,butnotlimitedtoprintadvertising,outdoor,indoor,collateral,diredma’rl,tradeboothdisplays,
PR and website for 1 year from 8/1/06.

«2yearworldwideusageonallin-storePOSimagesfrom8/1 106.Thesame usageasaboveforanadditionalyearintheSouthern Hemisphere,duetooppositeseasonsfrom8/1/06.

21




NAUTICA

AN

DOMESTIC NECKWEAR, DRESS SHIRT AND ACCESSORY INSTORE

USAGE

Neckwear, Dress Shirt and Accessory

. Woﬁdwideconsumerandn'adeadvertising(excludingSouthemHemisphere)including,butnotlimitedtoprintadvenising,ouxdoor,indoor,collateral,directmail.tradeboothdisplays,
PR and website for 1 year from 8/1/06.

«2yearworidwideusageonallin-storePOSimagesfrom8/1 /06.ThesameusageasaboveforanadditionalyearintheSouthernHemisphere,duetooppositeseasonsfrom8/1/06.

22



NAUTICA

r N

DOMESTIC HOME PRINT

JNAUTICA

H33, H34, H35,Ws17

USAGE

Home

Woﬂdwideconsumerandtradeadvertising(excludingSouthernHemisphere)induding,butnotlimitedtoprintadvertising,outdoor,indcor,collateraI,directmail,tradeboothdisplays,

PR and website for 1 year from 8/1/06.
«2yearworldwideusageonallin- storePOSmagesfromS/‘{/Oé ThesameusageasaboveforanadditionalyearintheSouthemHemisphere,

See Shalom usage page 3.

duetooppositeseasonsfromB8/1/06.

23



NAUTICA

USAGE

Sportswear

See Shalom usage page 3.

Foor 2077

DOMESTIC WOMENS PRINT

24




NAUTICA

FALL 2006

WOMEN'S SCRAPBOOK IMAGES

LIFE COVER BEACH

{ A

LIGHT HOUSE MENU COVER OLD BLUE PHOTO RED HOUSE
THE SATURDAY —

EVENING POST

G

WATERCOLOR

SAT EVE POST

USAGE

« Six (6) months from date of first insert for in-store display books

25



NAUTICA

FALL 2006

WOMEN'S SPA IMAGES

SPAG6_B+W SPA7 SPAB SPA9_B+W

SPA1

FEAR

SPA4_B+W SPAS_B+W SPA10 SPA11

USAGE

SPA

. 1 year worldwide usage for trade, PR, website including but not limited to print, direct mail, trade booth displays from 10/1/06.
- 1 year worldwide usage on all in-store POS images (including website) from 10/1/06.
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NAUTICA

FA . K

DOMESTIC WOMENS INSTORE

USAGE

Womens
. Worldwideconsumeranduadeadvertising(excludingSouthemHemisphere)including.butnotlimitedtoprintadvenising,outdoor,indoor,collateral,directmail,‘uadeboothdisplays,

PR and website for 1 year from 8/1/06.
-2yean~or|dwideusageonallin—storePOSimagesfmmB/l/06.ThesameusageasaboveforanadditionalyearintheSouthemHemisphere,duetooppositeseasonsfrom8/1/06.

See Shalom usage page 3.

27




NAUTICA

USAGE

Shalom

FALL 20C7

DOMESTIC BREAST CANCER AWARENESS PRINT

WSLP20 {WS20}

DOMESTIC BREAST CANCER AWARENESS INSTORE

WSLP20 (WS20)

. Domestic consumer and trade advertising including, but not limited to print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,

PR and website for 6 Months from 8/1/06.

. Worldwideconsumerandnadeadvertising(excludingSouthemHernisphere)including,butnotlim'nedtoprintadverﬁsing,outdoor,indoor,callateral,directmall,tradeboothdisplays,

PR and website for 1 year from 8/1/06.

-2yearworldwideusageonallin-storePOSimagesfromB/‘l/06.Thesameusageasaboveforanadd'rtionalyearintheSouthern Hemisphere,duetooppositeseasonsfrom8/1/06.

See Shalom usage page 3.

28




NAUTICA

Cati 207

DOMESTIC BREAST CANCER AWARENESS WEB ONLY

BCA1 (WSLP16)

BCA2 (WSLP17) BCA3 (WSLP18)

USAGE

Womens

. Worldwideconsumerandtradeadverﬁsing(excludingSouthemHemisphere)induding,butnotlim'rtedtoprintadverﬁsing,omdoor,induor,collateml,direnmail,tradeboothdisp]ays,
PR and website for 1 year from 8/1/06.

-2yearworidwideusageonallin-storePOSimagesfrom8/ 1/06. ThesameusageasaboveforanadditionalyearintheSouthernHemisphere,dueto oppositeseasonsfrom8/1/06.

29




NAUTICA

FALL 2007

DOMESTIC WOMENS SLEEPWEAR INSTORE

WSLP15

WSLP14

WSLP15

USAGE

Sleepwear

. Worldwideconsumerandtradeadvenising(excludingSouthernHemisphere)including,butnatIimitedtoprintadvenising,outdoor,indoor,collateml,directmaiI,tradeboothdisplays,
PR and website for 1 year from 8/1/06.

-2yearworldwideusageonallin-storePOSimagesfrom8/1 {06. Thesameusageasaboveforanadditionalyearinthe SouthernHemisphere, duetooppositeseasonsfrom8/1/06.

30




| NAUTICA

DOMESTIC MENS SLEEPWEAR INSTORE

s g

MSLP12

MSLP12

MSLP13

USAGE

Sleepwear

+ Worldwideconsumerandtrade advenising(excludingSouthamHemisphere)induding,bumotlim'ltedtoprintadvertising,outdoor,indoor,collateral,direclmail,tradeboothdisplays,
PR and website for 1 year from 8/1/06.

-Zyearworldwideusageonallin—storePOSimagesfromE/lIOB.ThesameusageasabovcforanadditionalyearintheSouxhernHemisphere,duetooppositeseasonsfrom8/1/06.
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NAUTICA

DOMESTIC SWIM INSTORE

SW24

USAGE

Swim
. Worldwide consumer and trade advertising limited to POS,direct mail, web, PR and trade booth display for 1 year of first insert, 1.5 years for Southern Hemisphere

32




DOMESTIC MENS JEANS BILLBOARD

USAGE

Jeans

. Woddwideconsumerandtradeadvem‘sing(exdudingSouthemHemisphere)including,bumotlimitedmprintadverﬁsing,outdoor.indoor‘collateral,directmail,tradeboothdisplays,
PR and website for 1 year from 8/1/06.

«2yearworldwideusageonallin-storePOSimagesfrom8/1/06. Thesame usageasaboveforanadditionaIyearintheSouthemHemisphere,duetocppositeseasonsfrom 8/1/06.




Fru 2004

DOMESTIC MENS JEANS INSTORE

FRONT

COLLAGE1

COLLAGEI

BACK

NJ123
NJ116

USAGE

Jeans
- Worldwideconsumerandtradeadvenising(excludingSouﬂ'\emHemisphere)including.bmnotlimitedtoprimadvertising,outdoor,indoor,coIlateraI,directmai[,tradebooxhdisplays,

PR and website for 1 year from 8/1/06.
-2yearwor|dwideusageonallin—storePOSimagesfrom&/l/06.ThesameusageasaboveforanaddiriunalyearintheSouthemHemisphere.duetooppositeseasonsfromal'l/06.




NAUTICA IF AN

DOMESTIC MENS JEANS COLLEGE NEWSPAPER ADS

RENJC 16088

NJ116, NJ122

USAGE

Jeans

- Worldwideconsumerandtradeadvertising{excludingSouthem Hemispherelincluding,butnotfimitedtoprintadvertising,outdoor,indoor,collateral directmail tradeboothdisplays,
PR and website for 1 year from 8/1/06.

- 2yearworidwide usageonallin-storePOSimagesfrom8/1/06. Thesameusage asaboveforanadditionalyearintheSouthernHemisphere,duetooppositeseasonsfrom8/1/06.
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; NAUTICA JEANC

Foo.oncs

DOMESTIC MENS JEANS COLLEGE BOOKSTORE POS

FRONT

SIRIC turuE

NJ127,NJ121 NJ116, NJ127

BACK

NJ127

USAGE

Jeans

. Worldwideconsumerandtmdeadvenising(excludingSouthemHemisphere)induding,butnotlimhedtoprintadvertising,outdoor,indoor,collatem!,directmaiLtradeboothdisplays.
PR and website for 1 year from 8/1/06.

.2yearworldwideusageonallin-storePOSimagesfrom8/1 106, ThesameusageasaboveforanadditionalyearintheSouthemn Hemisphere,duetooppositeseasonsfrom&/1/06.
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DOMESTIC MENS JEANS INSTORE

NJ121

NJ125

NJ126

USAGE

Jeans

«2yearworldwideusageonallin-storePOSimagesfrom&/1/06.Thesame usageasaboveforanadditionalyearintheSouthernHemisphere,duetooppositeseasonsfrom8/1/06.
37

. Wortdwideconsumerand[radeadvemsing(exdudingSouthemHemisphere)induding.butnotlimitedtoprintadvertising,outdoor,indoor.coﬂateral,directmail,tradeboothdisplays,
PR and website for 1 year from 8/1/06.



FALL 20( ¢

INTERNATIONAL MENS JEANS BILLBOARD

NJ116 NJ124

USAGE

Jeans

. Worldwideconsumeranduadeadvenising(excludingSoumemHem‘lsphere)incIuding,butnotlimitedtopﬁntadvenlsing,outdoor,indoox,colIateral,directmail,uadeboothdisplays,
PR and website for 1 year from 8/1/06.

»2yearworldwideusageonallin-storePOSimagesfrom8/1 /06.Thesameusageas aboveforanadditiona!yearintheSouthemHemisphere,duetooppositeseasonsfrom 8/1/06.
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INTERNATIONAL MENS JEANS BUS SHELTER

NJ122

USAGE

Jeans

. Worldwideconsumerandtradeadvertising(excludingSomhernHemisphere)induding,butnotlimitedtoprintadvenisingcutdoor,indoor,ccllateral,directmaﬂ,lradeboothdisplays,
PR and website for 1 year from 8/1/06.

«2yearworldwideusageonallin-storePOSimages from8&/1 /06.ThesameusageasaboveforanadditionalyearintheSouthemHemisphere,duetooppositeseasonsfrom 8/1/06.
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FALL .

INTERNATIONAL MENS JEANS INSTORE

FRONT

BACK

USAGE

Jeans

. Worldwideconsumemndtradeadverﬁsing(exdudingSouthemHemisphem)induding,butnotlimitedtoprintadvertising,wtdoor,indoor,collateral,direc’crnail,tradeboothdisplays.
PR and website for 1 year from 8/1/06.

«2yearworldwideusageonallin-storePOSimagesfrom8/1/06. Thesameusageasaboveforanadditional yearinthe SouthernHemisphere, duetooppositeseasonsfrom8/1/06.
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FALL .

INTERNATIONAL MENS JEANS INSTORE

NJ124

NJ123 NJ122 NJ121

NJ125 NJ127

NJ120

USAGE

Jeans
. Worldwideconsumerandtradeadvertising(excludingSoulhemHemisphere)including.butnotlimitedtoprintadvertising,

PR and website for 1 year from 8/1/06.
-2yearworldwide usageonallin-storePOSimagesfrom8/1 /06.ThesameusageasaboveforanadditionalyearintheSouthernHemisphere,duetooppositeseasonsﬁom8/1/06.

outdoor,indoor,collateral,directmail tradeboothdisplays,
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NALITIDA HEANS

FALL 207

} INTERNATIONAL MENS JEANS LIGHTBOX

COLLAGE NJ117

USAGE

Jeans

- Woddwideconsumerandtradeadvertising(excludingSouthemHemisphere)including.butnotIimitedtoprintadvenising,outdoor,indoor,collateml,directmail,tradeboothdisplays,
PR and website for 1 year from 8/1/06.

+2yearworldwide usageonallin-storePOSimagesfrom8/1/06. Thesame usageasaboveforanadditionalyearintheSouthern Hemisphere,duetooppositeseasonsfrom8/1/06.




\ NAUTICA < |LC

FALL 200¢

DOMESTIC + INTERNATIONAL BOY5 INSTORE

BO3 B0O2

BO3

USAGE

Boys

. Worldwideconsumerandtradeadverﬁsing(excludingSouthernHemisphere)including,butnotlinﬁtedtoprintadvertising,outdoor.indoor,ccllatera!,directmail,tradeboolhdisplays
PR and website for 1 year from 8/1/06.

- 2yearworldwideusageonallin-storePOSimagesfrom8/1/06.The sameusageasabove foranadditionalyearintheSouthernHemisphere duetooppositeseasonsfrom8/1/06.
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NAUTICAKICZ

‘ FALL &

DOMESTIC KIDS CASHWRAP

K71 K71

USAGE

Kids

. Worldwideconsumerand!radeadverﬁsing(excludingSouthemHemisphere)including,butnotIimitedtoprintadvenjsing,outdoor,indoor,collateraI,directmail,n’adeboomdisplays,
PR and website for 1 year from 8/1/06.

. 2yearworldwideusageonallin-storePOSimagesfrom8/1/06. Thesameusageasaboveforan additionalyearintheSouthem Hemisphere, duetooppositeseasonsfrom8/1/06.




DOMESTIC KIDS INSTORE

K64 K&7 K65

USAGE

Kids

. Woridwideconsumerandtradeadvertising(exdudingSouthemHemisphere)including,butnotlimitedtoprintadvenising,outdoor,indoof,collateral,directmail,nadeboothdisp[ays,
PR and website for 1 year from 8/1/06.

-2yearworldwideusageonaliin-storePOSimagesfrom8/1 106. ThesameusageasaboveforanadditionalyearintheSouthermHemisphere, duetooppositeseasonsfrom8/1/06.
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NAUTICAI DT

DOMESTIC KIDS INSTORE

USAGE

Kids

. Worldwideconsumerandtradeadverﬁsing(exdudingSouthemHemiSphere)inclutﬁng.bumotlimitedtoprintadverﬁsing,outdoor,indoor,collateral,directmail,tradeboothdisplays,
PR and website for 1 year from 8/1/06.

-2yearworldwideusageonallin-store POSimagesfrom8/1 /06.Thesameusageasaboveforan additionalyearintheSouthemHemisphere,duetooppositeseasonsfrom8/1/06.
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| FAL. 200t

INTERNATIONAL CATALOG

FAO06_INTLOO1

FAO6_INTLOO6

| FAOG_INTLO09 FAO6_INTLO10 FAO6_INTLO11

| USAGE

| Sportswear
i Worldwide consumer catalog and direct mail outside of the U.S.Global usage for PRand webincluding the USfor 1 year of firstinsert, 1.5 years forthe SouthernHemisphere




| NAUTICA

TAtL 2004

INTERNATIONAL CATALOG

FAO6_INTLO13

FAO6_{NTLO19 FAO6_INTLO20 FAO6_INTLO21 FAO6_INTLO22

USAGE

Sportswear "
. Worldwide cansumer catalog and direct mail outside of the).5.Global usage for PRand webindluding the USfor 1 yearoffirstinsert, 1.5 yearsforthe Southern Hemisphere




| NAUTICA

FALL 2006

INTERNATIONAL CATALOG

FAO6_INTLO27

FAO6_INTLO31

| FAO6_INTLO32 FAO6_INTLO33 FAO6_INTLO34 FAO6_INTLO35

\ USAGE

Sportswear

.Worldwide consumer catalog and direct mail outside of the U.S.Global usage forPRand web including the US for 1 yearoffirstinsen, 1.5 years forthe SouthernHemisphere




NAUTICA

; FALL 2777

INTERNATIONAL CATALOG

I
i
I
|
FAO6_INTLO36 FAO6_INTLO37 FAO6_INTLO38 FAO6_INTLO24
|
\
|
\
|
\
i
\
|
\
|
\
|
\
\
|
|
1
\
|
|
|
\
|
|
|
| USAGE
‘ Sportswear *
} . Worldwide consumercataloganddirect mail outside of the U.S.Global usage forPRand web includingthe USfor 1yearoffirstinsert, 1.5 yearsforthe Southern Hemisphere
I
|
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NAUTICA

GENERAL USAGE

Worldwide consumer and trade advertising including, but not limited to print advertising, outdoor,
indoor, collateral, direct mail, trade booth displays, PR and website for one (1) year from date of
first insert. Two (2) years worldwide usage on all in-store POS images from date of 1st insert.

The same usage as above for an additional year in the Southern Hemisphere due to opposite
seasons from date of first insert.

*Please note that black border around images represents 1/4" white border.
*Please note that black border around kids images represents two images running together.




NAUTICA

MEN'S SPORTSWEAR PRINT - DOMESTIC & INTERNATIONAL

\ FAO7_S004 FAO7_S002
PAGE PAGE

¥ - ) ;
FAD7 _S005 FAQ7_5002 FAO7_S006 FAQ7_.S004

SPREAD SPREAD

‘ USAGE

\ Sportswear
See usage page 2.




NAUTICA

MEN'S SPORTSWEAR PRINT - INTERNATIONAL

MEN'S INTERNATIONAL 6-PAGE INSERT

FAO7_L.OO5 FAO7_WSO005 FAQ7_INTLOO1 FAOQ7_5002 FAO7_INTL002 FAO7_INTLOO3

MEN'S INTERNATIONAL 4-PAGE INSERT

FAO7_LOOS FAO7_WS005 FAO7_INTLOO1 FAO7 INTLOO3

USAGE

Sportswear
See usage page 2.




NAUTICA

MEN'S SPORTSWEAR OUTDOOR BILLBOARDS - DOMESTIC & INTERNATIONAL

#NAUTICA

FAO7_S006 FAQ7_S002 FAO7_WS005 FAO7_INTLOO1

‘ J/NAUTICA

FAO7 _WSQ05

‘ USAGE

Sportswear
| See usage page 2.




FAQ07_S002
11X14, 11X17, 22X28

NAUTICA

FAQ7_S006

s Lo
FAQ7_INTLOO1
4X6, 8.5X11

USAGE

Sportswear
See usage page 2.

11X14, 11X17, 22X28

NAUTICA

MEN'S SPORTSWEAR IN-STORE/POS - DOMESTIC & INTERNATIONAL

FAO07_S005
11X14, 11X17, 22X28

FAQ7_5004
11X14, 11X17, 22X28

FAQ7_S003
11X14, 11X17, 22X28

Navi

NAUTICA
DRESS BLUES

FAQ7_S001
11X14, 11X17, 22X28
“BIG & TALL"

DRESS BLUES
11X17

FAQO7 INTLOO3
4X6, 8.5X11

S

FAO7_INTLOOZ2
4X6, 8.5X11



NAUTICA

MEN'S TAILORED PRINT - DOMESTIC

FAQ7_TOO1
PAGE

FAQ7_EQO1
PAGE

USAGE

Sportswear
See usage page 2.




USAGE

Sportswear
See usage page 2.

NAUTICA

MEN’'S TAILORED IN-STORE/POS - DOMESTIC

FAQ7_TOO1
11X14, 11X17, 22X28




: NAUTICA

I MEN'S EXTRA IMAGES

FAO07_S009
| EXTRA IMAGE

FAQ7_S010
EXTRA IMAGE

USAGE

Sportswear
| See usage page 2.




NAUTICA

LANDSCAPE IN STORE/POS - DOMESTIC & INTERNATIONAL

FAQ7_S007 FAQ7_L001 FAQ7_L002
UNRETOUCHED UNRETOUCHED

FAO7_L003 FAQ7_LO04 FAO7_L005
UNRETOUCHED UNRETOUCHED UNRETOUCHED

USAGE

Landscape

Workiwide consumer and trade advertising (xckiding Southern Hemisphere} including, but not liméted to print advertising, outdoor, indoor, collateral, direct mail, trace booth displays,

PR and webslie for 1 year from 9/1/07. Twao year worldwide usage on all in-store POS images from 9/1/07 The same usage as above for an additional year in the Southem Hemisphere,

due to opposite seasons from 9/1/07. 10



NAUTICA

WOMEN'S SPORTSWEAR PRINT - DOMESTIC & INTERNATIONAL

JNAUTC

FAO7_WS001 FAO7 _WSO002 FAO7 WS001 FAO7_WS005

PAGE PAGE SPREAD

FAO7_WS002 FAO7 _WS004 FAQ7 WS003
SPREAD SPREAD

USAGE

Sportswear
See usage page 2. 1




NAUTICA

WOMEN'S SPORTSWEAR OUTDOOR BILLBOARDS - DOMESTIC & INTERNATIONAL

FAQ7_WS002 FAQ7_WSO003

FAQ7 WS001 FAO7 WS004

USAGE

Sportswear

See usage page 2.
ge page 12




NAUTICA

WOMEN'S SPORTSWEAR IN-STORE/POS - DOMESTIC & INTERNATIONAL

FAQ7_WS001 FAO7_WS002 FAO7_WS003
7x5.5, 8x10, 22x28 7x5.5, 8x10, 22x28 7x5.5, 8x10, 22x28

JNAUTICA
FAOQ7_WS004 FAO7_WSO005
7x5.5, 8x10, 22x28 7x5.5, Bx10, 22x28

USAGE

Sportswear
See usage page 2.

13




NAUTICA

WOMEN'S EXTRA IMAGES

FAO7_WS007 B

FAQ7_WS006
S EXTRA IMAGE

EXTRA IMAGE

FAQO7_ws008 FAQO7_WSO009
EXTRA IMAGE EXTRA IMAGE

USAGE

Sportswear
See usage page 2. 14




MEN'S JEANS PRINT - DOMESTIC & INTERNATIONAL

FAQ7_NJOOG
SPREAD

USAGE FAQ7_NJOO4 FAO07_NJOO5
PAGE PAGE
JEANS

Worldwide consumer and trade advertising, including but not limited to collateral, direct mafl, agvertising. outdoor, trade show display, PR and naulica.com for six months from 9/01/07. Workdwide
usage for all in-store/POS for two years from 9/01/07. Same usage applies as above for additional year for Southem Hemisphere due to opposite seasons. 15



MEN'S OUTDOOR BILLBOARDS - DOMESTIC & INTERNATIONAL

VLIVE QN JEANS

o

FAO7_NJOO1 FAO7_NJQOO4

FAO7_NJOO6

USAGE
JEANS
Worldwide consumer and Irade advertising, inchiding but not limited fo collateral, direct mail, advertising, ouidoor., trade show dispiay, PR and nautica.com for six months from 9/01/07. Worldwide

usage for all in-store/POS for two years from 9/01/07. Same usage applies as above for additional year for Southern Hemisphere due to opposite seasons. 16




MEN'S JEANS IN-STORE/POS - DOMESTIC & INTERNATIONAL

) N\ - SERIES
A\ Moo

FAQ7_NJOO3 FAO7_NJO0O4 FAO7_NJOCS
24X24, 22X28, 11X14, 11X17 24X24, 22X28, 11X14, 11X17 22X28

i

i}

NAUTICA JEANS CO.

FAQ7_NJOO7 FAO7 _NJOOSB
USAGE 11X17 11X17

JEANS

Warldwidz consumer and trade advertising, including but not limited to collateral, direct mail, advertising, ouldoor, trade show display, PR and nautica.com for six months from 98/01/07. Worldwide
usage for all in-store/POS for two years from 9/01/07. Same usage applies as above for additional year for Southern Hemisphere due 1o opposite sgasons. 17




MEN'S JEANS IN-STORE/POS - DOMESTIC

FAO7_NJOO1
32X9

NAUTICA JEANS CO.

LIVE (N> JEANS

NAUTICA JEANS FIT GUIDE FRONT

NAUTICA JEANS FIT GUIDE BACK

USAGE

JEANS
Woridwide consumer and trade advertising, including but not limited to collateral, direct mail, advertising, ouidoor, irade show display, PR and nautica.com for six months from 9/01/07. Worldwide

usage for all in-store/POS for two years from 9/01/07. Same usage applies as above far additional year for Southem Hernisphere due to opposite seasons.

18




WOMEN'S JEANS PRINT & IN STORE/POS - INTERNATIONAL

FAQ7_NJOO2
PAGE

USAGE

JEANS

Worlwide consumer and trade advertising, inchuding but not limited to cofiateral, direct mail, agvertising, outdoor, trade show display. PR and nautica.com for six months from 8/01/07. Worldwide
usage for all in-store/POS for two years from 9/01/07. Same usage applies as above for additional year ior Southern Hemisphere due to opposite seasons.

19



EXTRA JEANS IMAGES

| FAO7_NJOO9 FAQ7_NJO10 FAC7_NJO11

I FAQO7_NJC12 FAO7_NJO13 FAO7_NJO14

USAGE

| JEANS

Worldwide consumer and trade advertising, including but not limited to collateral, direct mail, adverlising, outdoor, trade show display, PR and nautica.com for six months from 9/01/07. Worldwide
‘ usage for all in-store/POS for two years from 9/01/07. Same usage applies as above for additional year for Southern Hemisphere due 1o opposite seasons.

: 20
|




USAGE

Sportswear
See usage page 2.

NAUTICA

EYEWEAR PRINT - DOMESTIC & INTERNATIONAL

NAUTA

FAQO7_EOQO2

21




NAUTICA

EYEWEAR IN STORE/POS - DOMESTIC & INTERNATIONAL

FAQ7_EOO1 FAQ7_EOO2
9.5x12, 4.5x6, 21x31, 24x72 9.5x12, 4.5x6, 21x31, 24x72

FAO7_EOD1 FAO7_E0O2
24x72 24x72
USAGE
Sportswear
See usage page 2.

22




USAGE

Sportswear
See usage page 2.

NAUTICA

MEN'S FOOTWEAR PRINT & IN-STORE/POS - DOMESTIC & INTERNATIONAL

FAO7_FQO1
8.25X11, 8X12, 31X39.5

23




NAUTICA

WATCHES PRINT & IN STORE/POS - DOMESTIC & INTERNATIONAL

FAO07_WOO01 FAQO7_WO002- EXTRA IMAGES
5.375X5.375, 4X6, 2X28

USAGE

Sportswear
See usage page 2. 04




USAGE

Sportswear
See usage page 2.

NAUTICA

WOMEN'S SWIMWEAR IN STORE/POS - DOMESTIC & INTERNATIONAL

FAQ7_SW001
22x28

FAOQ7_SWO004
22x28

NAUTICA

NAUTICA

FAQ7_SW002
22x28

FAO7_SW003
22x28

NAUTICA

FAO7_SWO05
22x28

25




NAUTICA

WOMEN'S SWIMWEAR IN STORE/POS - DOMESTIC & INTERNATIONAL

NAUTICA

NAUTICA
T et

: =
FAQ7_SWO0O01 FAQ7_SWO002 FAQ7 _SWO003
7x5.5 7%x5.5 7%x5.5

/

NAUTICA |

\\\\\\ NAUTICA

FAO7_SW004 FAO7 _SWO005
7x5.5 7%x5.5

USAGE

Sportswear
See usage page 2.

26



NAUTICA

HOME PRINT - DOMESTIC

FAO07_HOO02 FAQ7_HOO1

FAQ7_HOO01 FAQ7_S007
SPREAD

ANAUTICA

FAQ7_H002 FAQ7 _HOO1 FAQ7_WS005

FAO7_HOO1
FAO7_H002, FAQ7 _HO03,

4 PAGE AD INSERTION FA07_S007

USAGE

Home

Worldwide consumer and trade advertising (exciuding Southern Hemisphere) including, but not fimited to print advertising, outdoor, indoor. collaterat, direct mail, rade booth displays,
PR and website for 1 year from 9/1/07. Two year worldwide usage on all in-store POS images from 9/1/07. The same usage as above for an additiona! year in the Southem Hemisphere,

due 10 opposite seasons from 9/1/07

27




USAGE

Sportswear
See usage page 2.

NAUTICA

MEN'S SLEEPWEAR IN-STORE/POS - DOMESTIC

FAQ7_MSLPOO1
7X5.5, 24X24, 22X28

28




NAUTICA

WOMEN'S SLEEPWEAR IN-STORE/POS - DOMESTIC

FAQ7_BCAQO1
PAGE
FALL 2007 BREAST CANCER
AWARENESS MONTH AD

FAO7_WSLPOO3 FAQ7_WSLP0OO2 FAO7_WSLPOO1
7X5.5, 24X24, 22X28, 11X14, 8X10 7X5.5, 24X24, 22X28, 11X14, 8X10 EXTRA IMAGE
USAGE
Sportswear
See usage page 2.

29




NAUTICA

BOYS PRINT - DOMESTIC & INTERNATIONAL

LRIV S S PR

NAUTICA

FAQ7_B0OO2
PAGE
USAGE
Kids/Boys
Workiwide and trade advertising i ing, but not limiled to print adverlising, outdoor, indoor, collateral, direct mail, rade booth displays, PR and website for ane (1) year from 9/01/07.

Two {2} years workiwide usage on all in-store POS imapes from 9/01/07. The same usage as ahove for an additional year in the Southern Hemisphere due to opposite seasons from 9/01/07.

30




NAUTICA

BOYS IN STORE/POS - DOMESTIC & INTERNATIONAL

v

hY)
FAO7_B001 FAO07_B00O2
7X5, 11X14, 22X28 7X5, 11X14, 22X28

FAQ7_B003 FAQ7_B004
USAGE 7X5, 11X14, 22X28 7X5, 11X14, 22X28

Kids/Boys

Warlcwide consumer and trade advertising including, but not limited to print advertising, outdoor, indoor, collateral, direct mail, trade booth displays, PR and website for one (1) year from 9/01/07.

Two (2) years worldwide usage on all in-store POS images from 9/01/07. The same usage as above for an additional year in the Southern Hernisphere due 10 0pposite seasons from 9/01/07. 31




NAUTICA

KIDS IN STORE/POS - DOMESTIC & INTERNATIONAL

FAQ7_KOO1 FAO7_KO02 FAO7_KO04

22X28, 41X25.2, 33X29, 22Xx28, 41X25.2, 33X29, pox28 F:f;é'gozoasang 22x28, 41X25.2, 33X29,
18.2x12.8 18.2X12.8 Boxisg ' 18.2X12.8

FAQ7_KO05 FAO7_KO11 FAQ7_KO0O6 FAO7_KO15
22X28, 41X25.2, 33X29, 22X28, 41X25.2, 33X29, 22X28, 41X25.2, 33X29, 22X28, 41X25.2, 33X29,
18.2Xx12.8 18.2X12.8 18.2X12.8 18.2X12.8

USAGE
Kids

Worldwidz consumer and trade advertising including, but not limited to print advertising, outdoor, indoor, collateral, direct mail, irade booth displays, PR and website for one (1) year from 907
Two {2) years worldwide usage on all in-store POS images from 9/01/07. The same usage as above for an additional year m the Southern Hemisphere dug to opposite seasons from 9/01/07.

32




| NAUTICA

KIDS IN STORE/POS - DOMESTIC

' FAQ7_KO0O07 FAQ7 KOO8 FAQ07_KO10 FAQ7_KO14

' 22x28, 41X25.2, 33X29, 22X28, 41X25.2, 33X29, 22X28, 41X25.2, 33X29, 22X28, 41X25.2, 33X29,
18.2X12.8 18.2X12.8 18.2X12.8 18.2X12.8

|

|

| A B

|

\ FAO7_K013
CASH WRAP
\ 29x33

| USAGE
‘ Kids

Workiwide consumer and trade advertising inckuding, but not limited to print advertising, ouldoor. indoor, coltaleral, direct mail, rade booth displays, PR and website for one (1) year from 9/01/07
| Two {2) years workdwide usage on all in-store POS images from 9/01/07. The same usage as above for an additional year in the Southern Hemisphere due to opposite seasons from 9/01/07




NAUTICA

KIDS EXTRA IMAGES

FAQ7_KO012
EXTRA IMAGE

FAO7_KO09
EXTRA IMAGE

USAGE

Kids
Warldwide consumer and trade advertising including, but not limited to print advertising. cutdoor, indoor, collateral, direct mail, trace booth displays. PR and website for one (1} year from 8/01/07.
Two (2) years workiwide usage on all in-store POS images from 9/01/07. The same usage as above for an addltional year in the Southern Hemisphere due to opposite seasons from 9/01/07.

34




NAUTICA

PHOTOGRAPHER

LOCATION

STYLIST

HAIR

MAKE-UP

PROPS

SHOOT
PRODUCTION

PHOTOGRAPHER

LOCATION

STYLIST

HAIR

MAKE-UP

PROPS

SHOOT
PRODUCTION

MEN’S
SPORTSWEAR
& ACCESSORIES

ANDERS OVERGAARD

BIG SUR,.CA

LAUREN EHRENFELD

RICK GRADONE

MARK CHANDLER

JEANA HONG

HOME

ANDERS OVERGAARD

BIG SUR, CA

MARK CHANDLER

JEANA HONG

WOMEN'S
SPORTSWEAR
& ACCESSORIES

ANDERS OVERGAARD

BIG SUR,CA

LAUREN EHRENFELD

RICK GRADONE

MAI QUINH

MARK CHANDLER

JEANA HONG

KIDS AND BOYS

ANDERS OVERGAARD

BIG SUR, CA

MICHELLE HARNETT

RACINE CHRISTIENSEN

JEANA HONG

JEANS

NATHANIEL GOLDBERG

MONTAULK, LI

LISA-MARIE FERNANDEZ

BRENT LAWLER

POLLY OSMOND

MICHEUL_E FLOOD

JEANA HONG

35




NAUTICA

MEN’S
SPORTSWEAR
MODEL

WOMEN'S
SPORTSWEAR
MODEL

MEN’S NJC
MODELS

WOMEN’S NJC
MODEL

WOMEN'S
SWIMWEAR
MODEL

WOMEN’'S
SLEEPWEAR
MODEL.

JOHN ZUANICH

MISSY RAYDER

PARKER GREGORY

HARTJE

ANNA CLAUDIA

HELEN TUCKER

RYAN SNYDER

36






NAUTICA

SFRIN T ZCT
GENERAL USAGE (EXCEPT SHALOM IMACGES:

Worldlvwide consumar and trade advertising inchtuding, but not limited
to print ac.ertising cutdeos indosr collateral duect mail trade
booth ciglays PR and welisitz for one (1) year from date of Tirst
insert.

Two (2) years worldwide usage on all in-stere POS images from date
of 13t insert.

The same usage as above for an additional year in the Southern
Hemisphere due to opposite seasons from date of first insert.




NAUTICA

SHALOM USAGE

As Nautica has = contracted usaze agresiment o ith Shalem for the
Scring 2007 cantpargn o North Amesrica enly s rucis: o adheaers
‘ the strict reqguin smants razaramg hor imags

|

| You will find these usage guidelines on the FTP site. Please be

! adv:sed that any image for print/outdoorftrade advertising that

l inclucie Shalom may not be used after July 31, 2007. PO images
that include Shalom may not be used after Faliruary 1, L0088

| \ As a condition of your use of thesas images, you are obligated to
remove any existing images by this date.

: We appreciate your awareness of. and adherence to, this obligation.
| We lock forward to continued success for Spring 2007,




NAUTICA

n
1

SPORTSWEAR DOMESTIC PRINT (THE DECK SHIRT)

1T QTSR SR

-\\: . /
$ ‘ ( )
_NAUTICA i m fimc s
SPO7_S004 SP07_S003 SPO7_S005

THE DECHES

SPO7 S006 SP07_S004 SPO7_S005

USAGE

Sportswear
See usage page 2.




NAUTICA

SERINL T 77T

SPORTSWEAR DOMESTIC PRINT (THE COLLECTION)

y

NAUTICA

. c

SPQ7_S008 SPO7_5007

—— -. ‘Y

SP07_S013
USAGE

Sporiswear

See usage page 2.




NAUTICA

USAGE

Sportswear
See usage page 2.

SPORTSWEAR DOMESTIC PRINT (SEASONAL HOLIDAYS)

SP07_S018 SP07_S019



NAUTICA

USAGE

Sporiswear

See usage page 2.

SFEF - 20

LANDSCAPE DOMESTIC IN-STORE / POS

SP0O7_S025 SP07_S024




NAUTICA

SPF 2C07

SPORTSWEAR DOMESTIC IN-STORE / POS

e e j
' \ IEUTIC L,

SP0O7_S003

"

NAUTICA -

w

SP07_S020

~___ NAUTICA

e~

SP07_S014

SP07_8018

[
ey

a
N 7
AS

—

A\ =

NAUTICA
DRESS BLUES

Samanmm— : _ : Y R
SPO7_S006 SPQO7_5S020 SPO7_S019 SP07_S027

USAGE

J Sportswear

| See usage page 2.




NAUTICA

th
vt

WOMEN'S DOMESTIC PRINT

/

NAUTICA

SPO7_WS001 SPO7_WS007

T e

| SPO7_WS006

USAGE

Sportswear
See Shalom usage page 3.




SPO7_WS015

SPO7_WS002

USAGE

Sportswear

See Shalom usage page 3.

SPO7_WS003

SPO7_WS012

10



NAUTICA

SPRIN =0T

fi

{

WOMEN'S DOMESTIC IN-STORE / POS

PP

SPO7_WS004 SPO7_WS012

SPO7_WS006 SPO7_WS10

USAGE

Sporiswear
See Shalom usage page 3.

11




SER NG 2777

JEANS DOMESTIC PRINT

HAUTIBA JEANS 0O,

TSI IR 8 303U

HAUTICA JEANS CO.
'\N} .

5.0 G A TR AT

SPO7_NJOOS ’ SPO7_NJ003

N Wy WAUTIGA JERNS 80

WL B o LU

SPO7_>NJOO7 SPO7_NJO08 SP0O7_NJO05

o
N iaumes Jeaws oo
SPQO7_NJOO7 SP0O7_NJOO03
USAGE

Jeans

» Worldwide consumer and trade advertising (excluding Southem Hemisphere) including, but nol limiled to print advertising, outdoor, indoor, coflateral, direct mall, trade booth displays.,
PR and website for 1 year from 3/1/07.

« 2 year worldwice usage on all in-store POS images from 3/1/07. The same usage as above for an additional year in the: Southern Hamisphare, due o opposite szasons from 3/1/07.

12




SFEFRING 200y

NAUTIS! age STRAGEE yaytica

JEAHS €0,

TIRLL AT LN

A R )

SPO7_LOGO

INVRODUCHLG THE ] SERIES

oy ; NAYTICE JEANS GO.
STRAIGHT LEG JEAT

(&1}

SPO7_LOGO SPO7_LOGO SPO7_LOGO

HAUTICR JEANS CD

SPO7_LOGO
USAGE

Jeans
» Worldwide consumer and trade advertising (excluding Southern Hemisphere) including, but not limited 1o print adveriising, outdoor, indoar, collaierat, direct mail, {rade booth displays,
PR and wehsile for 1 year from 3/1/07.
» 2 year workdwide usage on al in-store POS images from 3/1/07. The same usage as above for an additional year in the Southern Hemisphere, due to opposite seasons from 3/1/07. 13




NAUTICA

R
S

[

EYEWEAR DOMESTIC IN-STORE / POS

J@

/) %
| rl<H5/r

SPO7_EOOT

g N \

= vr-’{ g
SPO7_EOO4

SPO7_EOQO3

USAGE
Sportswear
See usage page 2 & page 3.

14



NAUTICA

g el o
T HE NS

MEN'S TAILORED DOMESTIC IN-STORE / POS

j/”

|\z/fu'rwc;.

SPO7_TOO01 SP0O7_TO02

L 1L TIC A

SP07_TO03

USAGE

Sportswear

See usage page 2.

15




NAUTICA

USAGE

Sportswear

See usage page 2.

TEE

WATCH DOMESTIC IN-STORE / POS

i’ - e
& ?

@ /
Sl NATGTIEA

SPO7_WO0O01 SPO7_WO002

INTERNATIONAL IN-STORE/POS

16



! NAUTICA

SFERI 2007

FOOTWEAR DOMESTIC IN-STORE / POS

SPO7_F002 SPO7_FO01

USAGE

Sporiswear

See usage page 2.




| NAUTICA

1)
al
n

i SLEEPWEAR DOMESTIC IN-STORE / POS

‘ _) ] -
i SPO7_WSLPOO1 SPO7_WSLP002
(BREAST CANCER AWARENESS)

\ SPO7_MSLPOOT1

USAGE

« Worldwide consumer and trade adverfising (excluding Southern Hemisphere) includiing, but not fimited 10 print adverlising, ouldoor, indoor, collaieral, direct mail, irade booth displays,
PR and website for 1 year from 8/1/07.

|
‘ Sleepwear
| « 2 year worldwide usage on all in-store POS images from 8/1/07. The same usage as above for an additional year in the Southarn Hemisphare, due to opposite seasons from 8/1/07.

| 18




NAUTICA

SER

HOME DOMESTIC PRINT

Namzm b

USAGE

Home

« Worldwide consumer and trade advarlising (excluding Southern Hemisphare) including, bul not limited to print advertising, ouidoor, indoor, colateral, direct mail, trade booth displays,

PR and website for 1 yaar from 8/1/07.

» 2 year worldwide usage on all in-store POS images irom 8/1/07. The same usage &s ahove for an addiliona! year in the Southern Hemisphere, dug to opposite seasons from 8/1/07.

19



NAUTICA

HOME DOMESTIC IN-STORE / POS

F -

SPO7_HOO1 SPQ7_H002

o

SPO7_HO003 SPO7_HO04

USAGE

Home

» Worldwidz consumer and trade adverfising (excluding Southern Hemispherej including, but not fimited to print advertising, outdoor, indoor, collateral, direct mal, tradz booth displays,
PR and website 1o 1 year frem 8/1/07.

o 2 year worldwide usage on all in-siore POS images from 8/1/07. The same usage as aliove for an additional year in the Southern Hemisphere, due 10 opposite seasons from 8/1/07.

20




NAUTICA

g -

iv?
(]

KIDS DOMESTIC IN-STORE CASHWRAFPF

CASH WRAP - 28" x 33"

S

SP

KIDS EASEL - 22 x 28 POS

SPO7_K009

USAGE

Kids

« Warldwide consumer and fradle adverlising (exciuding Southern Hemisphere) including, but not imiled to print advertising, outdoor, indoor, collateral, direct mail, trade booth displays,

PR and website for 1 year from 8/1/07.

« 2 year worldwide usage on all in-store POS images from 8/1/07. The same tisage as ahove for an additional year in the Soulhern Hemisphere, due 1o opposite seasons from 8/1/07.
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NAUTICA

m
T
n

KIDS DOMESTIC IN-STORE / POS

BOYS 1A BOYS 1B BOYS 2A BOYS 2B

SP07_KO0O09 SPO7_K0O10 SPQO7_KOO01 SP07_KOO01

GIRLS 1A GIRLS 2A GIRLS 2B

SPO7_K012 SP0O7_K0O08 SPO7_KO0B6 SPO7_KO0Q7

TODDLERS 1A TODDLERS 1B TODDLERS 2A TODDLERS 2B

SP07_K0O03 SPO7_KO002 SPO7_K004 SP0O7_KO05

USAGE

Kids

« Worldwide consumet and trade advartising (excluding Southern Hemisphere) including, but not fimited fo print advertising, outdoar, indoor, coliateral, direct mail, trade boolh displays,
PR and weabsie for 1 year from 8/1/07.

» 2 year workdwide usage on all in-store PGS images from 8/1/07. The same usage as above for an addiiional year in the Southemn Hemisphere, dus io opposile szasons {rom 8/1/07.
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1 NAUTICA

BOYS INTERNATIONAL AND DOMESTIC IN-STORE / POS

SP0O7_B002 SP07_B003

‘ USAGE

‘ Boys

« Worldwide consurer and trade adveriising {excluding Southern Hemisphere) including, bul not limiled fo print advertising, outdoor, indoor, collateral, direct mall, trade booth displays.
‘ PR and website for 1 year from 8/1/07.

« 2 yean worldwide usage on all in-store POS images from 8/1/07. The same usage as above for an additional year in the Southern Hemisphere, due lo opposite seasons from 8/1/C7.

23




NAUTICA

SPO7_S009 SP0O7_S004

SP07_S005 SP07_8S002 SPO7_S006

SP07_S022 IC_O11

USAGE

International Catalog

« Warkhvide consumer catalog, direcl mail and POS outside of the U.S.
« Global usage for PR and wabsite including the U.S. for one year {rom date of FIRST (1st) inserfion - one and half (1.5) years for the soufhern hamisphere

IC_013
1C_006

IC_005
IC_012

24



NAUTICA

S 2007

INTERNATIONAL CATALOG

IC_021 1C_020 IC_007 IC_015
IC_010  SPO7_S011

USAGE

International Catalog

« Worldwide consumer catalog, direct mail and POS outside of the U.S.
» Global usage for PR and website including the U.S. for one year from date of FIRST {1sl) insertion - one and hali {1.5) years for the southem hemisphere

25



SPO7_S013

USAGE

Intemational Catalog

» Worldwide consumer catalog, direct mail and POS outside of the U.S.
« Glohal usage for PR and website including the U.S. for one year from date of FIRST (15t) insertion - one and half (1.5) years for the soutfiem hemisphere

26



NAUTICA

)
o

1
=
T

o

WEBSITE IMAGES

i
f Ty
3 3 — r"‘ - i
!{!‘. . ‘7’ % ':";:;I
SPO7_8029 SP07_S030 SP0O7_S031 SP0O7_S032

SP07_8033

27



NAUTICA

PHOTOGRAPHER

LOCATION

STYLIST

HAIR

MAKE-UP

PROPS

SHOOT
PRODUCTION

PHOTOGRAPHER

LOCATION

STYLIST

HAIR

MAKE-UP

PROPS

SHOOT
PRODUCTION

MEN’'S
SPORTSWEAR
& ACCESSORIES

ANDERS OVERGAARD

OAHLL HIE

LAUIFREN EHRENFELD

STEVE DAVIAULT

ROBYN ZUCKER

JEANAHONG

HOME

COLENA RENTMEESTER

MALIBU, CA

IKELLY HILL

SHERIE GAWLEY

SHERIE GAWLEY

CIHRISTINE IRVWIN

GE PROJECTS

LN

WOMEN'S
SPORTSWEAR
& ACCESSORIES

ANDERS OVERGAARD

OAHL)L HI

LAUREN EHRENFELD

ENZO ANGILIER!

SUSAN HOUSER

ROBYN ZUCKER

JEANAHONG

KiDS AND BOYS

COLIENA RENTMEESTER

MALIEL), CA

KELLY HILL

SHERIE GAWLEY

SHERE GAWLEY

CHRISTINE IRWIN

GE PROJECTS

PRODL T

INTERNATIONAL
CATALOG

COLENARENTMEESTER

MALIBU, CA

IKELLY HiL).

SIHERIE GAWLEY

SHERIE GAWLEY

CHRISTINE IRWIN

GEPROJECTS

JEANS

STEVEN SEBRING

LAS VEGAS, NV

APRIL HUGHES

SHERIE GAWLEY

FIONA HORN

CHRISTINE IRWIN

JEANA HONG

28



NAUTICA HOLIDAY 2007 IMAGE BOOK




NAUTICA

HOLTDAY 20607
GENERAL USAGE
Worldwide consumer and trade advertising including, but not limited to print advertising, outdoor,
indoor, collateral, direct mail, trade booth displays, PR and website for one (1) year from date of

first insert. Two (2) years worldwide usage on all in-store POS images from date of lst insert.

The same usage as above for an additional year in the Southern Hemisphere due to opposite
seasons from date of first insert.




HO07_S005

USAGE

Sportswear
See usage page 2.

NAUTICA

e DAY S

MEN'S SPORTSWEAR PRINT - DOMESTIC & INTERNATIONAL

mrunsueme

THE OUTERLITE JACKET

HOO07 S006

SPREAD

HOO0?7_TO02 HOO07_S006

4 PAGE GATEFOLD

THL DL Tt wol 1k JACKET

HOQ7_S006

PAGE

o e s
TME GUTARLITE JACWRY

HOO7 L0011



NAUTICA

HOLDAY 2007

MEN'S SPORTSWEAR OUTDOOR BILLBOARDS/BUS SHELTERS - DOMESTIC & INTERNATIONAL

MEN'S SPORTSWEAR OUTDOOR BILLBOARDS

HOO7_S006 HOO7 LOO1 HO07_S003 HOO07_L001

MEN'S SPORTSWEAR BUS SHELTERS

N\ A\

HOO07_S005 HO07_.S006 HOO7 T0O02

USAGE

Sportswear
! See usage page 2.




NAUTICA

LAY 200/

MEN'S SPORTSWEAR IN-STORE/POS - DOMESTIC & INTERNATIONAL

USAGE

Sportswear

See usage page 2.

//43"W£‘
+NAUTICA
18 2A 2B
HOO07_S007 HOO7_S006 HOO7_L001
11X17 11X17 11X17

3A 3B
HOO07_$004 HO07_S001
11X17 11X17

4A a8
HOQ7 S003
LOO1
29528 HQOO7_LO

22x28




NAUTICA

(il

2007

\

oAy

i

MEN'S SPORTSWEAR COLD WEATHER GEAR IN-STORE/POS - DOMESTIC & INTERNATIONAL

HOQ07_5004
11X14

USAGE

Sporiswear
See usage page 2.



USAGE

Sportswear
See usage page 2.

NAUTICA

O DAY 2007

MEN'S TAILORED PRINT - DOMESTIC

HOO7_TOO1
PAGE



USAGE

Sportswear
See usage page 2.

NAUTICA

HOLIDAY 2007

MEN'S TAILORED IN-STORE/POS - DOMESTIC

HOO07_ TOO1
11X14

HOQ7_TO02
11X14




NAUTICA

FHCLIDAY Z007

LANDSCAPE IN STORE/POS - DOMESTIC & INTERNATIONAL

| HOO7 _L001

HOO7_L002
| 11X17, 22X28

UNRETOUCHED

HOO7_L004

UNRETOUCHED UNRETOUCHED
|

HOQO7 L0005

USAGE

Landscape

| Woridwide consumer and trade advertising (excluding Southern Hemisphere) ncluding, but not limited to print advertising, outdoor. indoor, collateral, direct mall, trade hooth displays,

PR and website for 1 year from 10/1/07. Two year worldwice usage on all in-store POS images from 10/1/07. The same usage as above for an additional year in the Seuthern
‘ Hemisphere, due to opposite seasons from 10/1/07.




NAUTICA

FOLHDAY 200Gy

LANDSCAPE EXTRA IMAGE

HOO7_L003
UNRETOUCHED

USAGE

Landscape

Worldwide consumer and trade adverlising (excluding Southern Hemisphere) including, but not limiled to print advertising, eutdoor, indoor, collateral. direct mail, kade booth displays.
PR and website for 1 year from 10/1/07. Two year worldwide usage on all in-store POS images from 10/1/07. The same usage as above for an adclitional year in the Southern
Hemisphere, due to opposite seasons from 10/1/07.
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USAGE

Sportswear
See usage page 2.

NAUTICA

FOLIDAY 2007

WOMEN'S SPORTSWEAR PRINT - DOMESTIC & INTERNATIONAL

HQO07 WS001

11




USAGE

Sportswear
See usage page 2.

* NAUTICA

FGLIDAY 2007

WOMEN'S SPORTSWEAR OUTDOOR BILLBOARDS - DOMESTIC & INTERNATIONAL

WOMEN'S SPORTSWEAR OUTDOOR BILLBOARD

HOO7_WS001

WOMEN'S SPORTSWEAR BUS SHELTER

HO07_wWS001

12



NAUTICA

PO Ay 007

WATCHES PRINT - DOMESTIC

OCEAN 50 , - OCEAN 50
HOO07.W002 HO007 WO0O1 HOO07_W002
SFREAD

WATCHES IN STORE/POS - DOMESTIC & INTERNATIONAL

+NAUTICA
USAGE
Sportswear HOO07 w002
See usage page 2. 5.375X5.375, 4X6, 22X28

13



NAUTICA

HOLIDAY 2007

HCLIDAY 2007 AD CANMPAIGN PHOTOGRAFHY

AND PRODUC TION INFORMATION

MEN'’S WOMEN’S
SPORTSWEAR SPORTSWEAR
& ACCESSORIES & ACCESSORIES

PHOTOGRAPHER ANLIERS OVEHCAARD ANLE RS OVERGAARD

LOCATION BLACKSTONE BAY, ALASKA  BLACKSTONE BAY, ALASKA
STYLIST ANTONIO BRANCO ANTONID BIRANCO

HAIR MOIZ ALLADINA MOIZ ALLADINA
MAKE-UP CHRISTY COLEMAN CHRISTY GOLEMAN
PROPS A LEN GRASL ALLEN GRASE
SHOOT JEAINA HONG & JEANAHONG &
PRODUCTION LAIREY + PARTNCRS LAIRD ~ PARTNERS
BROLL GEQFF RYAN GEOFF MYAN

HOLIDAY 2007 AD CAMPAIGN TALENT INFORMATION

MEN’S

SPORTSWEAR

MODEL AOHN ZUANICH
WOMEN’S

SPORTSWEAR

MODEL MISSY RAYDER

14
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JNAUTICA

GENERAL USAGE - SPORTSWEAR

Worldwide consumer and trade advertising including, but not limited to print advertising, outdoor,
indoor, collateral, direct mail, trade booth displays, PR and website for one year from date of
first insert. Two years worldwide usage on all in-store POS images from date of 1st insert and
Indefinite historical usage.

The same usage as above for an additional year in the Southern Hemisphere due to opposite
seasons from date of first insert.




USAGE

Sportswear
See usage page 2.

SP08_S006_V2
SINGLE

SPCB._S006
SPREAD

#NAUTCA

JNAUTICA

(S ala

MEN'S SPORTSWEAR PRINT - DOMESTIC

SPOB_SO11
SINGLE

SPO8_$007. SPOB_S008
SPREAD

FOES

SP08_5001, SPO8_WS003
SPREAD

JNAUTICA

SPO8B_S010
SINGLE

ANAUTICA

SPOB_INTLOO2, SPOB_S012

SFREAD




JNAUTICA

MEN'S SPORTSWEAR OUTDOOR BILLBOARDS/BUS SHELTERS - DOMESTIC

MEN'S SPORTSWEAR OUTDOOR BILLBOARDS

SPOB_S006

MEN'S SPORTSWEAR BUS SHELTERS

SP08_S011

USAGE

Sportswear
See usage page 2.



J/NAUTICA

N

LU S

MEN'S SPORTSWEAR IN-STORE/POS - DOMESTIC

/NAUTIC ZNAUTICA
| i
| SP08_S001 SP08_5008
| 11X14, 11X17 11X14, 11X17

SPO8_S009
\ 11X14, 11X17

| USAGE

Sportswear
\ See usage page 2.




USAGE

Sportswear
See usage page 2.

JNAUTICA

MEN'S SPORTSWEAR PRINT AND IN-STORE/POS IMAGES INTERNATIONAL

SPOB_INTLO04

JNAUTICA

SPOB_S005



|

USAGE

Sportswear
See usage page 2.

JNAUTICA

SEFRONG

MEN'S TAILORED IN-STORE/POS - DOMESTIC

SPO8_TOO01
11X14, 11X17, 22X28, 24X24

SPO8_TO002
11X14, 11X17, 22X28, 24X24



/NAUTICA

SF R

'

{

i LANDSCAPE IN STORE/POS - DOMESTIC & INTERNATIONAL

/NAUTICA -1

SPOB_LO0O01 SPO8_L003 SPO8_L0O0O4
| 11X14.11X17 8X10. 11X14, 11X17, 22X28 11X14, 11X17, 22X28

USAGE

Landscape

\ Worldwide consumer and trade advertising (excluding Southern Hamisphare) includmg. but nol limited to print advertising, outdoor, indoor, collataral, direct mail, irade booth displays,

PR and website for 1 yeat from 2/1/08. Two year worldwide usage on all in-stare POS images from 2/1/08. The same usage as above for an additional yaar in ihe Southem Hesnisphere,
\ due to opposile seasons from 2/1/08.




| I/NAUTICA

LANDSCAPE EXTRA IMAGES

SP0O8 L0002 SPO8_L005

SP08_5003

USAGE

Landscape

Worldwide consumer and trade advertising {excluding Southern Hemisphere) including, bul not imited 1o print advertising. owtdoor, indoor, collateral, direct mail, trade booth displays,

PR ant website for 1 year from 2/1/08. Two year worldwide usage on all in-siore POS images from 2/1/08. The same usage as above [0 an additional year in the Southem Hermsphere,
due to opposite Seasons from 2/1/08.




USAGE

Sportswear

See usage page 2.

J/NAUTICA

WOMEN'S SPORTSWEAR PRINT - DOMESTIC

SPO8_WS001
SINGLE

SPO8_S001, SPOB_WS001
SFREAD

10



USAGE

Sportswear
See usage page 2.

J/NAUTICA

=y

on

WOMEN'S SPORTSWEAR OUTDOOR BILLBOARDS - DOMESTIC

WOMEN'S SPORTSWEAR OUTDOOR BILLBOARD

SPOB_WS001

WOMEN'S SPORTSWEAR BUS SHELTER

SPO8_WS001

11



J/NAUTICA

WOMEN'S SPORTSWEAR IN STORE/POS - DOMESTIC & INTERNATIONAL

SPO8_WSO003 SPO8_WS003
7X5.5, 8X10, 11X14 8X10, 11X14

SPO8_WS001
7X5.5, 8X10, 11X14

USAGE

Sportswear
See usage page 2.

12




USAGE

Sportswear
See usage page 2.

JNAUTICA

[y

WOMEN'S SPORTSWEAR IN STORE/PQOS - INTERNATIONAL

SPO8_INTLOO1 SPOB_INTL002

13
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GENERAL USAGE - JEANS

Worldwide consumer and trade advertising, including but not limited to collateral, direct mail,
advertising, outdoor, trade show display, PR and nautica.com for six months from 2/01/08.
Worldwide usage for all in-store/POS for two years from 2/01/08. Same usage applies es above
for additional year for Southern Hemisphere due to opposite seasons.

14



USAGE

Jeans
See usage page 14.

o
il
]
7
0

JEANS PRINT - DOMESTIC & INTERNATIONAL

SPOB.NJOOI

15



==

MEN'S OUTDOOR BILLBOARDS - DOMESTIC & INTERNATIONAL

SPO8_NJ002 SPOB_NJOOS

SPO8_NJOOS SPO8_NJOO7

USAGE

Jeans
See usage page 14. 16



MEN'S JEANS IN-STORE/POS - DOMESTIC & INTERNATIONAL

.auﬁ A JEAH;

NAUTICA JEANS CO.

SPOS_NJO02

SPOB_NJIOOS SP0OE_NJO04 SPO8_NJ0O03
' SIDE A #1 SIDE B #1 SIDE A #2 SIDE B #2
11X14, 11X17, 24X24 11X14, 11X17 11X14, 11X17

11X14, 11X17, 24X24

‘ SPOB_NJOO4

SPOB_NJOOI
SIDE A SIDE B
I 22X28 22X28
|

‘ USAGE

| Jeans
| See usage page 14.

17
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U
T
n

MEN'S JEANS IN-STORE/POS - DOMESTIC

SPOB_NJOO3
32X9

SPO8_NJO0O7
3zZX8

MEN'S JEANS IN-STORE/POS/ SHELF TALKER - DOMESTIC

/Al .. SERIES
(4 ¥/ STRAIGHTLEG

NRUTICA JEANS £C.

LOOSE FIT

NAUTICA JEANS CO.

INTRODUCING STRAIGHT.BMP LOCSE FIT.BMP
17X11 17X11

BiG EASY EASY FIT w

NAUTICA JEANS CO. HAUTICA JERNS CO.

BIG EASY.BMP EASY FIT.BMP
17X11 17X11

USAGE

Jeans
See usage page 14. 18




SP0S8_BO03
16X10, 10x16

USAGE

Sportswear
See usage page 2.

J/NAUTICA

EYEWEAR IN STORE/POS - DOMESTIC & INTERNATIONAL

Py

SPOB_EOC1

I

9.5x12, 4.8x5, 21x31,

16X10. 24x72

SPO8_EOO1
24x72

.

SPO8_EO0O02
9.5x12, 4.5»6, 21x31, 9.5x
16X10, 24x72

\

JNAUTICA'  JNAUTICA
SPO8_E002 SPO8_EOO3
24x72 24x72

JNAUTICA

SPOS_EO0O2
12. 4.5»6, 21x31,
16X10, 294x72

 /NAUTICA

SP03_5008
9.5x12, 4.5x6, 21x31,
16X10, 24x72

INAUTICA

SP08_5008
24x72

19




‘ INAUTICA

==
|

HOME PRINT - DOMESTIC

£SO

. K T _— s T

¥ 9 8rn ‘ o NAUTIEA
: i § 10 el TS
8

| SPO8_HO04 SP0O8_HO002 SP08_HO001

4NAUTICA |

| SPO8_HO004 SP08_H002 SPOB_INTLOO]

‘ SPREAD

| USAGE

| Home

VWordwide consumer and Latle adverlising {excluding Southern Hemisphere) including, but ol limited 1o print advertising, outdonr, indoar, collateral, direct mail, rade booth displays,
\ PR and website for 1 vear from 2/1/08. Two year vorldwide usage on all in-store POS images from 2/1/08. The same usage as above for an addilianal year in the Southern Hemispheie,
| due 1o oppasite seasons from 2/1/08.

20
\




| J/NAUTICA

SPRIMNG 2

§ _ MEN'S SLEEPWEAR IN-STORE/POS - DOMESTIC

SPO8_MSLPOO1
7X5.5, 24X24, 22X28

MEN'S UNDERWEAR IN-STORE/POS - DOMESTIC

| A NAUTICA

SPOB_MSLP0O02
| 7X5.5, 24X24, 22X28

‘ USAGE

‘ Sleepwear

‘ Worldwide consumer and trade adveriising (excluding Southern Hemisphere) including, but not limited o print advertising, outdoor, indoor, coflataral, direct mail, rade booth displays,
} | PR and wabsite lor 1 vear from 2/1/08. Two year worldwicle usage on all in-stare POS images from 2/1/08. The same usage as above lor an additional yaar in he Southern Hemisphgre,
| due to opposite seasons from 2/1/08.




JNAUTICA

=

WOMEN'S SLEEPWEAR IN-STORE/POS - DOMESTIC

JNAUTICA

SPOB_WSLPOO1
7X5.5, 24X24, 22X28. BX10

"
R

SPO8_WSLPOOZ2
7X5.5, 24X24, 22X28, 8X10
USAGE

Sleepwear
Worldwide consumer and trade advertising {excuciing Southern Hemisphere) including, but not limiled o print advertising, outdoor, indoor, cofiateral, direct mail, trade booth displays,

PR and websfle for 1 yeat from 2/1/08. Two vea worldwide usage on all in-stare POS images from 2/1/08. The same usage as above lor an additional year in the Southem Hemisphare,

due lo opposile seasons {rom 2/1/08.

22



J/NAUTICA

GENERAL USAGE - KIDS/BOYS

Worldwide consumer and trade advertising including, but not limited to print advertising, outdoor,
indoor, collateral, direct mail, trade booth displays, PR and website for one (1) year from
2/01/08. Two (2) years worldwide usage on all in-store POS images from 2/01/08. The same

usage as above for an additional year in the Southern Hemisphere due to opposite seasons from
2/01/08.

23



‘ JNAUTICA

BOYS IN STORE/POS - DOMESTIC & INTERNATIONAL

&

/NAU'T _ /INAUTICA
! el D A R
| SPOB_B0O0O1 SPOB_B002
7X5, 7X11, 11X14, 12.375X12.375, 7X5, 7X11, 11X14, 12.375X12.375,
| 20.375X20.375, 22X28 20.375X20.375, 22X28

_‘ = ANAUTICA

1

\ SPOB_BO03 SPOS_B00A4
7X5, 7X11. 11X14, 12.375X12.375, X5, 7X11. 11X14, 12.375X12.375,
1 20.375%20.375, 22X28 20.375X20.375, 22X28
‘ USAGE
\ Kids/Boys

| See usage page 23.



\ J/NAUTICA

KIDS IN STORE/POS - DOMESTIC & INTERNATIONAL

| SPOB_KO0O01 SPOB_KO02 SPO8_KOO03 SPOB_KO04

| 22X28, 41X25.2, 33X29, 22X28, 41X25.2, 33X29, 25%28 41)(5.2 5 333)(29 22X28, 41X25.2, 33X29,
5 2 . -2, . w1
¥ 18.2X12.8 18.2X12.8 18.2X12.8 18.2X12 8
9

i SPO8_K005 SPO8_KO06 SPOB_K002 SPOB_KO10
1 ‘ 22X%28, 41X25.2, 33X29, 22X28, 41X25.2. 33X29. 22X28, 41X25.2, 33X29, 22X28, 41X25.2, 33X29,
: | 18.2X12.8 18.2X12.8 1B.2X12.8 18.2X12.8
|
a
|
|
|
o
o
N
|
o
|
! USAGE
i
‘ Kids/Boys

See usage page 23.



SPOB_KO007
22X28, 41X25.2, 33X29,
18.2X12.8

USAGE

Kids/Boys
See usage page 23.

/NAUTICA

—~= = ~-
=SEr cZ

KIDS IN STORE/POS - DOMESTIC

i
o

SP08_K008 SPO8_KO0O11
22X28, 41X25.2, 33X29, 22X28, 41X25.2, 33X29,
18.2X12.8 18.2X12.8

SP0O8_K014
CASH WRAP
29X33

SPO8_KO015
CASH WRAP
33X29

SPO8_KO012

22X28, 41X25.2, 33X22,

18.2X12.8

26



J/NAUTICA

PHOTOGRAPHER

LOCATION

STYLIST

HAIR

MAKE-UP

PROPS

SHOOT
PRODUCTION

PHOTOGRAPHER

LOCATION

STYLIST

HAIR

MAKE-UP

PROPS

-SHOOT
PRODUCTION

b AT - e

MEN’S
SPORTSWEAR
& ACCESSORIES

ANDERS OVERGAARD

MYKONOS, GREECE

ANTONIO BRANCO

LUIS ANGELO

CHRISTY COLEMAN

ALLEN GRASL

JEANA HONG

HOME

MARTYN THOMPSON

NEW YORK CITY

VALERY GHERMAN

VALER! GHERMAN

ALLEN GRASL

JEANA HONG

WOMEN'S
SPORTSWEAR
& ACCESSORIES

ANDERS OVERGAARD

MYKONOS, GREECE

ANTONIO BRANCO

LUIS ANGELO

CHRISTY COLEMAN

ALLEN GRASL

JEANA HONG

KIDS AND BOYS

MATT ALBIANI

MIAMI, FL

MICHAEL NASH

SHERIE LUSSIER

SHERIE LUSSIER

JEANA HONG

JEANS

MATT ALBIANI

MIAMI, FL

MICHAEL NASH

SHERIE LUSSIER

SHERIE LUSSIER

JEANA HONG

27




JNAUTICA

(7

| | MEN'S
| SPORTSWEAR
MODEL JOHN ZUANICH

| = T T L FORNMATION
| WOMEN'S
| SPORTSWEAR
‘ MODEL MISSY RAYDER
MEN'S NJC
| MODELS RYAN SNYDER

WOMEN’S
SLEEPWEAR
MODEL ANDERSON NOEL

| WOMEN’'S
SLEEPWEAR
1 MODEL IVES KOLLING

28
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE -
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EXAMPLES OF NAUTICA’S SPONSORSHIP ACTIVITIES

YEAR

EVENTS

2000

. Nautica Malibu Triathlon

. BBC Basketball Classic

. Subaru Gorge Games

. GQ/Nautica Art & Soul Tour

2001

. Nautica Malibu Triathlon

. BBC Basketball Classic

. Subaru Gorge Games

. GQ/Nautica Art & Soul Tour

2002

. Nautica Malibu Triathlon
. Legg Mason Tennis Classic
. Stars & Stripes/America’s Cup Team

2003

N e N N e L SR P S

. Legg Mason Tennis Tournament
. Nautica Malibu Triathlon

Starlight Foundation

. AVP
. AVP athletes: Eric Fonoimoana, Dax Holdren, Elaine Youngs

(Nautica licensee), Misty May (Nautica licensee)
Basketball City (Boston and New York)
Stars & Stripes Boat

Maxim Spring Break (Nautica Jeans Company)

2004

R S e

0 %0 N o

Legg Mason Tennis Tournament

Nautica Malibu Triathlon

Starlight Foundation

AVP

AVP athletes: Eric Fonoimoana, Dax Holdren, Elaine Youngs
(Nautica licensee), Misty May(Nautica licensee)

Basketball City (Boston and New York)

Newport Jazz Festival

Head of the Charles Regatta/Row-A-Palooza

Star Class Championship (regatta)

. Key West Regatta
11.
12.

Maxim Spring Break (Nautica Jeans Company)
Sundance Film Festival

2005

PNAN BN

US Sailing Team

Hinman Regatta/US Team Race Championship
Youth Championship (regatta)

Miami Rolex OCR (regatta)

Legg Mason Tennis Tournament

Nautica Malibu Triathlon

AVP

AVP athletes: Eric Fonoimoana, Dax Holdren, Elaine Youngs




(Nautica licensee), Misty May(Nautica licensee)

9. Head of the Charles Regatta/Row-A-Palooza

10. Maxim Spring Break (Nautica Jeans Company)
11. Nautica/GQ Kayak for a Cause

12. Sports Illustrated Swimsuit Model Search (via licensee)

2006

el S

W

. AVP (over 1.6 Billion impressions)

Nautica Malibu Triathlon (over 94,146,840 impressions)
NYC Triathlon

Head of the Charles Regatta/Row-A-Palooza (over 15,869,103
impressions)

US Sailing Team (over 2,397,680 impressions)

Nautica/GQ Kayak for a Cause

2007

b

(9]

AVP (over 1.8 Billion impressions)

Nautica Malibu Triathlon (over 330,023,964 impressions)
NYC Triathlon (over 287,000 impressions)

Head of the Charles Regatta/Row-A-Palooza (over 82,133,717
impressions)

US Sailing team (over 1,432,139 impressions)

Nautica/GQ Kayak for a Cause (over 45,287,530 impressions)
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AMERICA'S CUP DEFENSE TEAM

Nnautica

#782 Lt. Yellow ground #401 Navy ground




NAUTICA -- REPRESENTATIVE/MAJOR SPONSORSHIPS 2000-2005

2000

1. Nautica Malibu Triathlon

3. BBC Basketball Classic

3. Subaru Gorge Games

4. GQ/Nautica Art & Soul Tour
2001

1. Nautica Malibu Triathlon

2. BBC Basketball Classic

3. Subaru Gorge Games

4., GQ/Nautica Art & Soul Tour
2002

1. Nautica Maljbu Triathlon

2. Legg Mason Tennis Classic

3. Stars & Stripes/America’s Cup Team
2003

1. Legg Mason Tennis Tournament
2. Nautica Malibu Triathlon

3. Starlight Foundation

4. AVP

5. AVP Athletes - Eric Fonoimoana, Dax Holdren, Elaine Youngs (contract through Warnaco), Misty May
(contract through Warnaco)

6. Basketball City (Boston & New York)
7. Stars & Stripes Boat

8. Maxim Spring Break (Nautica Jeans Company)




Legg Mason Tennis Tournament

1
2. Nautica Malibu Triathlon
3
4

AVP Athletes - Eric Fonoimoana, Dax Holdren, Elaine Youngs (contract through Warnaco}), Misty May
(contract through Warnaco)

S. Newport Jazz Festival

6. Head of the Charles Regatta / Row-A-Palooza
7. Star Class Championship (regatta)

8. Key West Regatta

9. Maxim Spring Break (Nautica Jeans Company)

10. Sundance Film Festival (Nautica Jeans Company)

2005
1. US Sailing Team
2. Hinman Regatta/US Team Race Championship
3. Youth Championship (regatta)
4, Miami Rolex OCR (regatta)
5. AVP

6. AVP Athletes - Eric Fonoimoana, Dax Holdren, Elaine Youngs (contract through Warnaco), Misty May,
Mike Lambert George Roumain

7. Legg Mason Tennis Tournament

8. Nautica Malibu Triathlon

9. Head of the Charles / Row-A-Palooza

10. Nautica//GQ Kayak for a Cause

11. Maxim Spring Break (Nautica Jeans Company)

12. Sports Illustrated Swimsuit Model Search (women's swim/Warnaco event)
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SUBARLU,

The Beauty of AllWheel Drive
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NAUTICA

OFFICIAL OUTFITTERS
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July 8 = 15, 2000

Hoaod River, Oregon

www.gorgegames.com

Sanctioned by UCI and NORBA
Mountain Bike prize money $25,000
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NAUTICA

CCONTFLT77776/\/
Meet the Pros!

Celebrate the spirit of adventure sports
with NAUTICA, official outfitters of the
Subaru Gorge Games.

Saturday, June 17th
12:00 - 3:00

Meier & Frank
Washington Square Mall.

Meet the pros and learn their techniques
first hand. Try a windsurfing simulator,
check out the rock climbing wall or cast
a rod with the best fly fishing pros.
Enter-to-win a weekend trip for two at
Hood River Inn and, get two week long
passes to the Subaru Gorge Games
with your $100 regular price Nautica
sportswear purchase.

SUBARUS
GORGEGAMES
MEIER & FRANK
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- to make a new sp].ash

By KATY MULDoOON
THE ORECONIAN

Zip up the wet suit, Strap on the helmet. Wrig-

gle into the padded shorts. O just grab some
%, shades and gaze, ' "

The Gorge Games are back.

The eight-day adventure Sports festival that
1.+ splashed into Ho

: last year without adequate sponsorship will re-
twn July 8-15to a variety of sites in the Columbia
.. River Gorgeand on Mount Hood, .

‘ LgaNizers expect at least 2,000 athletes to
* compete for purses totaling $100,000. They also
. estimate that 25,000 to 35,000 spectators will
- watch the events, which will be free. _

" The rebom games come in’ corporate-meets-
* cool style, with a host of new big-name.sponsors,
- led by Subary, the title Sponsor. NBC Sports plans

- to broadcast highlights in two onc-hour shows
*» Sept.3 and 10.

| -+ anumber of competitors headed for the O
il ... Games in Sydney, Australia, in September,
| Gorge Games events will include mountain
|+ biking, windsurfing, kiteboarding, kayaking, out-

lympic _

:| . *Tigger canoeing, climbing, trail running, a triath.
1| * " lon and 4er sailing

‘|- ing skiffs, '
.. The festival also will offer
. clinics for children and adults,

— a class of high-speed rac.. .

adventure sports
as well as a benefit

_,J £ For more information; check out
P -;;.F":g

A www.gorge-
ames.com or call 541-386-7774, -

Ry

,
b RN Y SO ©

od River in 1996 and crashed .

0002 'L HOYVIN « Avas3al
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¥ SPORTS BUSINESS

Gorge Games return with
1...gjor sponsor, TV exposure

alk about guilt by asso.

clation. When mulling

whether to write about

the upcoming Subary
Gorge Games, I first pictured
a series of competitions bujlt
around the four screaming
morons from the Mouniain
Dew ads, I imagined the imbe-
clles doing freestyle bungee
Jumnps, Mipping and twisting in
hopes of earnlng the respect of
their fellow duvuuuudes, For
some reason, I alsa envisloned them rid-
ing their mountaln bikes off a CifT, |

Second, 1 foresaw a flurry of sanctioned
“gorging," as it were. Pie-cating contests,
hot dog eating contests, eat that T2-0unce
steak and get it for free. That kind of thing.

Turns out Pegpy Lalor, direclor of the
July 815 Subaru Gorge Games in Hoad
River, has similar fears. No, no, no: Her
fears aren't that other warpad people will
believe it's a col-
lection of binge-
eating coniests.
She does worry,
though, about
people associat- .
ing the legltimate Gorge Gunes with the
wade-forTV GenX games (or whalever
they're called.)

“"We want to differentiate from them a
lot," said Lalor, in town o promote the
Gr  * Games aleng with expert kayaker
] ‘hipley and 4ser satling virtuosos
Clw...s2 and Jonathan Mcikee. “The differ-
ence is that we have sporls that are roul,
that real people do. We're not malding up
sports, like mountaln bikes on snow and

' street luging."

" No, the Gurge Games Instead will give a
| national telovision audience (Sept. 3and 10
. on NBC) a glimpse of how Oregon recre-

BUBARUS

- ates on our incredible Columbia River-

; carved playground. With $100,000 In prize
; money, professionals and amateurs alike
" will comypiete in a pletiiora of events: Along
I with kayaking and 49er sailing (which
I refers lo a new class of hyperfast sait.
i baats), the events include "real” mountain
/biking, windsurfing, oulrigger cancelng,
(Climbing, kiteboarding and an ofF-road
triathalon,
The gamesare back aflera two-year hiatus,
! “Wa lacked a major sponsar, we now have
3ne, Its not tough to figure out why we're
iaack,” safd Lalor.
| “People sald they missed us last year,
They told us we had to do what we could to
iring them back, Kids wore tevastated that
ve didn’t hold (the event).” '
‘Abo devastated, presumably, was the
lood River reglon ftself, According to
avid Povey, o University of Oregon pro-
tssor of community and regional plan-
ling, the area missed out on milllens in
gvenue by not holding the event in 193,
he games bring people to Hood 'Rliver;
‘here they check into its hotets, comman.
r its restaurants and bars, ride the
ount Hood Railroad, and generally par-
inate in tourist activities, .
much money does that mean? Povey
I ie 2000 Subaru Gorge Games will
‘Ing $9.2 million in direct expenditures; a
ple effect will, he predicts, multiply that
ure by two, meaning the four counties

Arounding the games* epicenter will see
e 318.4 million spent InJuly,

nd that's just a start I the games
Mme as popular as organizers
tve/hope (Subaru's sponsorship means
Il have Gorge Games at least through
). Fovey estimates it could incan some
|

)
@

AR N
ANDY GIEGERICH
v

GORGEGA

; <44 3600 > Outadir Weald Crarf o 5

$27 miltion for the Haod River
region in two years,

It's only as a side nale that
Povey warns such syccess may
ylell a fow noegatlve effects.
Asstuning more visltors means
more people will fall in love with
Oregon, he projects now rosi-
dents, new bustnesses, Wigher
property values and—here's the
bad part—increased congestion,

Regardless, Povey still encour-
ages support of the games, i
anly because 1999 proved thal many Hood
River dentzens missed Ui event,

‘The ganes were resuscitated after organ:
lzers struck wp a partnership ,with
Octagon, the world's second-largest sports
marketing company tat struck the Subary
sponsorship deal,

"We've actuaily had primary sponsors
from day one, but since we were orpantzed
out of the Woest Coast, we were more

reglonal,”  sald

Ui 8  Laloc She said that

M ES ' Subiteu is a nice fit

BSR  “because all thelr

cars are allwheel

drive, su thoy're

meant for people who like to go into areas
with a little more traction,”

Because many Gorge Games sports are
Olymple events, many warld-class athletes
will use the compoetition as their tune-up
for Sydney. That's not g suy the pames
aren't for everyone. Qualificd amaleurs are
welcome to participale, while such divey-
slonsas the kids' climblng wal will make it
o happening place for the younger soet.

With amateurs participating, vou'd think
the Gorge Games would open Lalor and her
st to some sertous Labliity issues. She's
got It covered, Participants must sign a
walver form, and few injuries from provi-
ous paines have been haospital-inducing,
The uber-dangerous events, such as the top-
level kayaking course that includes a 39
foot walterfal), are limited to professionals,
And even they have tp prove in a test run
that they can handle the challenga,

“We minimize the risks, and the worst
things we usually have anyway are blisters,
twisted anldes and scrapes,” said Lalor
“Most of our participants know what they
can and can't do.”

Because Lalor will be busy running the
show, she won't et to watch some of her
favorite gorge sports. And what would
those be?

“Watching the kayaking Is probably the
most fun,” she said, *[t's exciting to see
them go into the holes and fip and spin and
be one with the rlver”

WHAT'S IN A FUNNY NAME?

Just wanted to note that the Buy who
pitched this story s McLean, Va-based pub-
licrelations specialist Fred Shanlk, There's
1o real reason for this item, other than to
regort that February proved to be a stellay
month for names, First, there was the
woman who married and quickly separated
from the multi-millionatie. Darva Conger
Just had to have made up that moniker;,

Then I got a call from Widmer Brothers’
PR guy Art Sasse, The pronunclation of
that is, wonderfully enough, “sassy"

And then came Shank.

With a name Ilke Giegerich (“GEE-geh-
rlch,” with the second syllable pronounced
quickly, kind of {ike in "Oregon"), | guess I
shouldn't throw name-directed stones,

Butcome on, Darva Conger? Sheesh.

Contact Andy Gilegerich by email at
agivserichii ameiticon or call 2043417 11

Give Your Customer More |

Than Just
Your Number

the eCard

A NEW Kind of
business card -
Fully interactive
multimadia content
that runs on a pc/Mac!

. 2235010 - B00-547-2252

www.anwmedla.com

s U
HS TAPE & AUDIC CASSETTE

* FREELOCAL DELIVERY | 3

14850 Kruzg Opks Dy,
Luke Oswego, OR 57035
503-684-8900

Hilton's new value-priced hotel
offers so much more. Like a
complimentary 20-hawr business
center, breaklast cale, Pavlion
Lounge, fitness center, indaor pool,
whirlpoal - aven meeting lacifities

for up to GO people, Plus, fuest roums
feature a nwcrowave ovan, relngera-
tor, colfee maker, high-speed Intenat
access, two duaine phones witly
voicemail and data ports and a
USAToday® Members af Hillon
HHonors® can eam both hatel points
and auling miles for the same busi.
ness-mate stay. For resesvations visit
wwwhilton.com. Or call your prolas-
sional travel agan, 1-800-HILTONS,
or the hotel direct at 503-684-8900,
Ask for Plan Code P,
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SPONSORSHIP/MARKETING

considerable reach to land sponsor-

ship deals with small to midsize prop-
erties without spending cash to do it. The
latest deal for the Web portal giant is
with the Association of Volleyball Pro-
fessionals, which inked Yahoo! to a three-
year, barter-only sponsorship. It includes
title sponsorship of one of the AVP' 12
events, the Santa Cruz Open held Memo-
rial Day weekend.

The AVP hopes to get its return on the
deal through a link from Yahoo! to jts
Web site and its Planat Volleyball e-com-
merce area. Yahoo! will also Wehcast

/P events, creating added value for all
AVP advertisers, and promote the orga-
nization through live chats with athjetes

and information geared toward amateur
volleyball players. By affering these ben-
efits, Yahoo! saved severa] hundred thou-
sand dollars. The AVP has signed two
other new sponsors — Planters Trail
Mix and ArtistDirect.com —and both
committed to mid-six-figure cash rights
fees, according to AVP Chief Executive
Bill Berger. Planters will be title spon-
sor of two events— in Chicagoand
Huntington Beach, Calif — and has
signed No. 1-ranked player Adam John-
son to an endorsement contract, AVp-
sponsors receive on-site signsand up to
four 30-second commercial spots on Fox
Sports Network telecasts of AVP
events. The organization, which was
bought out of bankruptcy protection twg
years ago by the investment bank

Vahoo! Inc. continues tg leverage its

Yahoo! lands cashless deal for volle

' Spencer Trask, is han-
dling all sponsorship
sales in house after a
brief stint with Mar-
comm Partners as its
sales agent. It expects
about $3 million in rev-
enue this year:

MARKETING
MATTERS
ANDY
BERNSTEIN

N Howard Handier,
the senior vice presi-
dent of marketing at
NFL Properties Inc,,
says he is committed to
the NFL and has np in-
tention of leaving the
league anytime soon. A hand-picked hire
of NFL Properties President Sara
Levinson, who announced her resigna-
tion last week, Handler heads the
league's marketing programs and has
been active in developing its e-commerce
and print publishing strategy, as well as
all the league’s in-house advertising. He
said Levinson's resignation wilt have no
bearing on his status with the league,

W Netmarket.com, a large e-com-
merce site owned by Cendeant Corp.,
will sponsor The Gorge Games, an out-
door sports competition that has been
resurrected by Octagon and will air on
NBC in September: Octagon shopped
four partner-level sponsorships for
$300,000 to $400,000 and signed Yahoo!

and Nautica at that level, The package
includes advertising units on the NBC

yoall sponsorship

broadcast, exposure on Yahao!, on-site
signs and print advertising in National
Geographic Adventure magazine, Sub-
aru is the title sponsor of the event,
which will be staged in Hood River, Ore,,
two months before its actual air date,

R Although nota Major League Base-
ball sponsor, Miller Brewing Co. will
tie the Miller High Life brand to baseball
and some of itsall-time greats by staging
a joint promotion with The Sporting
News this spring, offering a discounted
price on The Sporting News book 50
Greatest Sluggers.” Point-of-sale materi-

als will feature a photo of the book, other
baseball imagery and tear-off coupons
that will slash $16 off the $29.95 cover
price. Miller and The Sporting News,
e . which was
recently
bought hy
Paul
Allen’s Vul-
can Ven-
tures, have
staged joint
promotions
for several
years. This
one kicks
off Satur-
day and
runs
through Au-
gust.
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Mitier, Sporting News team
to market “50 Sluggers."
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Come wind ’n’ water,

Gorge Games return

to make a new splash

By KATY MULDOON = -
- THEOREGONIAN, . - :

Zip up the wet suit. Strap on the helmét, Wrig-
gle into the padded shorts. Or just grab some
shades and gaze, T B

The Gorge Games are back. .

The eight-day adventure sports festival that

splashed into Hood River in 1996 and crashed
last year without adequate sponsorship will re-
.turn July 8-15 to a variety of sites in the Columbia
RiverGorgeandonMountHood.  ~ -
Grganizers expect at least 2,000 athletes to
compete for purses totaling $100,000. They also
estimate that 25,000 to 35,000 spectators will
watch the events, whichwill be free, -~
The rebom games come in corporate-meets-
cool style, with a hast of new big-name sponsors,
led by Subary, the title sponsor. NBC Sports plans
to broadcast highlights in two one-hour shows
Sept. 3and 10, ' . )
Peggy Lalor, Gorge Games director, said she
hopes the games will draw amateur and profes-
sional athletes from around the world, including
a number of competitors headed for the Olympic
Games in Sydney, Australia, in September. o
Gorge Games events will include mountain
biking, windsurfing, kiteboarding, kayaking, out-
rigger canoeing, climbing, trail running, a triath-
lon and 49er sailing — a class of high-speed rac-
ing skiffs.

The festival also will offer adventure sports
clinics for children and adults, as well as a benefit
concert for Leave No Trace, a nonprofit organiza-
tion based in Colorado dedicated to building ap-
preciation and respect for the outdoors.

For more information, check out www.gorge-
games.com or call 541-386-7774. '
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Gorge Games return with
major sponsor, TV exposure

alk aboui guilt by asso.
ciation. When mulliag
whother to write about
the upcamlng Subaru
Gorge Games, I frst pictured
a series of competitions built
around the four screaming
morons from the Mountaln
Dew ads. [ imagined the (mbe.

§27 milllon for the Hood River
reglon in two years,

It's anly as a side nole that
Povey warns such success may
yleld a fow negative effects,
Assuming more visllors means
nore peapli will fall in love with
Qregon, he projects new resl

Jumps, Migping and visting in

dents, new buslnesses, higher

ciles doing freestyle bungee MOV GIEREAICH property values and-—hers's tho
N 4

hopes of earning the rospect of

thelr fellow duusuuudes, For

soma reason, 1 also envisioned them rid-
ing their mountain bikes off a ciifT,

Second, 1 foresaw o furry of sanctioned

“gorging,” as it were. Pieeating contests,
hot dog eating contests, est that 72-ounce
steak and get it for free. That kind of thing.
5 Turns ogl tl”:s:cy Lalar, ‘director o*l’( l.h:
uly 815 Subaru Garpe Games In {luo
River, has similar rmrrg; No, bo, no: Her
foars aren't that other warped peopte will
balleve It's a col-
lection of blnge-
cating contests,
She does worry,
though, about
people assoelat.
tny the legitlmate Sorge Games with the
made-forTV GenX games (or whatever
they're called.)

"We want to differentfate from thain a
lot" sald Lalor, in town to pramote the
Garge Games along with export kayaker
Scoit Shipley ani 4%r salling virtunsos
Chariie andi Jonathan McKee. “The diffor
ence s that wa have spurts that are real,
that real people do. We're not maklng up
spurts, ke mountaln bikes on snow and
street luglag.”

No, tlie Gorge Games instead vAll give o
national televislon audience (Sept. 3 and 10
on NBC) a glimpse of how Oregon recre
ates on our Incredlble Columbla River
carved playground, With $100,000 in prize
money, grofessionals and amateurs alike
will campete in a plethora of events: Along
with kayaklng and 49er sailing {which
relers to a new class of hyper-fast sall-
baats), the avents include “roal* 1

8UBARUGH

GORGEGAMES

RUTENUL RS RSY VRN Jol STy (PN

bad part—Increased congestion.

Regardless, Povey stil) encour-

ages support of the games, I

only because §9% proved that many Hood
River denizons missed the event.

The games were resuscltated afler organ.
lzers steuck up a partnorship with
Octagnn. the workl's secand-largest sports
marketing company that struck ths Subaru
sponsorship deal,

"We've actually had primary sponsors
from day ane, but since we were argantzed
out of the West Const, we were more
reglonal,” sald
Lalor. She sald that
Subaru is a nice fit
“because all thetr
cars are allwheel
drive, so thoy're

ineant for peaple who like to ga Into areas
with a little more traction.”

Decivse many Gorge Gumes sports ame
Olymplc events, many world-class athictes
wiit u<e the competition as thelr tuneup
for Sztinex That's not to say the games
aren’tfor everyone. Quallfied amateurs are
vielzome ta oarticlpate, while such diver.
5wnsas the kids' elimbiig waii witi na is
a happening place for the younger sat.

With mnateucs participating, you'd think
the Gorge Games would epen Lalorand her
s1all t some serluus Habllity ssues. She's
got it covered. Partlcipants must sign a
witver form, and few injuries from prev].
ous panes have been hesplial-inducing,
The sher-dangerous events, such as the lop-
fovel kayaking course that includes a 30-
foat watorfall, are limited 1o professionats,
And even they have to prove In a test run
that they can handle the challenge,

biking, windsurfing, outrigger canocing,
climbing, kiteboarding and an off-road
triathalon.

The games are back aftar o two-year hiatus.

“We lacked a major spensor, we now have
ane. It's not tough to Agura out why we're
back," sald Lalor.

“People sald they missed us Jast year
Thay told us we had to do what we could to
bring tham back. Kids were devastated that
wadidn't hold (the event),”

Also devastated, presumahly, was the
Hood River reglon Itself. According to
Davtd Povey, a Unlversity of Oregon pro-
fessor of community and regional plan-
ning, the area missed out on miltlons in
revenue by not halding the event In 1999,
The games bring people to Hoad River,
where they check into its hotels, comman.
degr its restaumants and bars, ride the
Mount Hoed Rallroad, and generally par-
ticipate in fourist activities,

How much money does that mean? Fovey
sald the 2000 Subaru Gorge Games i)
bring $3.2 mifion {n direct expenditures; a
ripple effect will, he predicts, multiply that

figure by two, meaning the four countles
surrounding the games' epicenter wil) spe
some $18.4 million spent In July

And that's Just a start, If the games
become as popular as organizers
believe/hope (Subaru's sponsarship means
we'll have Gorge Games at jeast through
2002), Povey estimates It coutd mean some

“We minimlze the risks, and the worst
things we usunlly have anyway are bilstors,
twlsted ankles and scrapes,” safd Lator
“Mast of our particlpants knaw what they
canand can't do."

Because Lalor will be busy runntng the
show, she won't get lo walch some of her
fovorile gorge sports. And what would
thase be?

“Watching the koyaking is probably the
moat {un," she sald. “It's oxclting (o see
them go into tha holes and fllp and spinand
beaone with tha river.”

WHAT'S I A FUNNY RAME?

Just wanted to note that the mey who
pitehed this stary Is McLean, Va.-based pub-
ticrelatisns specinllst Frod Shank. There's
o real reason for this item, other than to
regort that February proved to be a stellar
menth far names. First, there was the
woman wlo married and quickly separated
fram the muitl-miilionalce, Darva Conger
Just Aod to have made up that montker,

‘Then 1 got a calt from Widmer Brothers’
PR puy Art Sasse, The pronunciation of
that 15, wonderfully enaugh, "sassy"

And then came Shank,

With a name like Giegerich ("GEE-geh-
rich,” with the second syllable pronounced
quickly, kind of Itke in "Qregon™), I guess
shouldn't throw name-directed stones,

But come on. Darva Canger? Sheash,

Contact Andy Giegerich by emoll ot
oglegerich@ameitycom or cali 219-3417.2
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NEW SPONSOR

LibertyBay.com Signs First Sponsorships, Seeks More Deals

Vhile most internet service providers
sponsor to reach consumers (/EG SR,
Nov. 9, 1998), startup ISP LibertyBay.com,
Inc. is using event marketing to also target
COSPONSofs.

The year-old, national ISP-which has
just signed its first deal with Festivals,
Inc. to spansor Washington’s Safeway
Bite of Seattle, Taste of Tacoma and Kent
Cornucopia Days~plans to align with festi-
vals in other markets this summer and fall.

LibertyBay Is seeking relationships with
event cospansors in hopes of selling Web
links accessed through its SplashCard sign-
up CDs. The SplashCard, which will be
distributed at the events, offers 20 hours
of free Internet service, The ISP generates
revenue by selling four links that appear
upon startup each time consumers access
the service from the event-branded CDs.

"We're using event marketing to meet
cosponsors and gain distribution to lots of

MEASUREMENT

sales increase at retail, Nautica int/, inc.

has signed one of its largest deals to date, a
three-year, $300,000-plus-per-year tie with
the Subaru Gorge Games in Mt. Hood, Ore.

Indeed, the apparel marketer is so sold
on the return it receives from sponsorship,
It allocates at least 15 percent of its
marketing budget to sponsorship, said
Dee Slattery, the company's director of
marketing, who signs off on ties.

For example, since Nautica took title of the
Malibu Triathlon three years ago, its Los
Angeles retailers have experienced 15-to-
20-percent year-over-year sales increases
during the three-week period surrounding
the September event. Before sponsoring
the event, “business was strong,” in the LA.
market, with single-digit yearly Increases
during the same period, Stattery said.

Nautica promotes the event in-store and
with radio advertising. For example, at
last year's triathlon, Nautica partnered
with 10 of The May Department Stores
‘0.'s Robinsons-May lacations to conduct

WHO

Naulica

TAKEAWAY _
Apparel marketer adds evenls following double-digit
sales sise fram sponsorship.

people,” said Tony Perez, director of busi-
ness development, who screens proposals..

LibertyBay uses viral marketing to Incent
new users and maximize impressions for
advertisers. Consumers are encouraged
to enlist their friends for the service by a
LibertyBay e-mail offering 10 additional
hours, Each user typically signs up at
least five people, Perez said.

Festivals, Inc., producer of the Seattle
and Tacoma taste festivals and sales rep
for the Kent event, Is using SplashCards
as a selling tool, offering sponsors and
prospects prormotional ideas linked to the.
service. "It gives us more inventory,” said
Kelly Petchiny, director of sales & market-
ing with the agency. Petchiny plans to
introduce LibertyBay to major event
cosponsors such as Safeway, Inc.;
Millstone Coffee Co.; and Sprint PCS.

LibertyBay, which has ofﬁcia-I.'ISP status
at the three events, plans to leverage the

and a sweepstakes. The in-store Nautica
Shop aired footage on video screens.
Earlier this year, the company renewed
with the triathlon for three years.

Leveraging Gorge Games

Nautica will apply a similar activation
strategy to July's Gorge Games. At The
May Co.'s Meier & Frank chain it will
conduct a sweepstakes around the event,
host in-store athlete appearances and
promote a gift with purchase.

As part of its objective to gain visibility

in other areas of the store, Nautica will
decorate the windows in Meier & Frank's
Portiand flagship store. Nautica will tout
the tie with newspaper and outdoor ads in
Portland and spots during the two tape-
delay broadcasts on NBC, Slattery said.

The company also plans to highlight

the sweepstakes on its Web site's Events
page. Nautica will offer Gorge Games
merchandise, including caps and T-shirts,
to consumers who participate in a trivia
contest in that area.

As the event's official outfitter, Nautica
will design clothing to be worn by Gorge
Games' staff, volunteers and hopefully
cosponsors, a tack it also takes with

the Malibu Triathlon, Slattery said.

Other company products, including
Nautica watches and eyewear, are included

s

A

ties on-site with dunk tanks. These will
create visibllity, raise money for charities
and are a natural tie to SplashCard’s
water imagery, Petchiny said.

More Deals Sought

LibertyBay is shopping for events in
Chicago, Dallas, Los Angeles, Washington,
D.C. and other major markets, said Perez,
who forwards qualified ties to Todd
Ostrander, president and CEO, for sign-
off. Rightsholders must be willing to
intreduce the ISP to cosponsors.

| souces
LibertyBay.com, Inc., Tel: 253/396-1155
Festivals, Inc., Tel: 206/232-2082

Nautica may tie NBA Los Angeles Lakers
player Glen Rice, a Nautica endorser, into
the Gorge Games through on-site sports
demonstrations.

The company, which targets 25-to-45-
year-old males with HHI of $50,000-plus
interested in sports, arts and the environ-
ment, promotes itself as active, authentic
and high quality.

As for sponsorships that have not produced
satisfactory results, Slattery cites implernen-
tation problems such as low store inventory,
poor timing or not enough advertising
support. “If you can't tie sponsarship to
business or soul of the brand, you can't
expect things to happen,” she sald.

Other Nautica sponsorships include
Starlight Children's Foundation, Men’s
Alpine World Cup, Nautica World Sailing
Championships and Washington, D.C.'s
BB&T Classic college basketball
fournament.

Nautica also has taken ties for museums'
after-hours social events around its jazz-
themed Arts and Soul fashion shows,
which will continue in Miami, Seattle
and San Francisco this year, Slattery said.

[ source
|Nautica Int, Inc., Tel: 212/541-5757 .
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By JANET COOK
fter taking a vear off, the Gorge Games returns
this summer with the backing of several major
' sponsars and an international sports marketing
company that promises tn make the event bigger
and better than ever

The 2000 Subare Gorge Games take place July 8
through July 15 at venues around Hood River.
Limitless Events and Marketing and its founder
Peg Lalor are still the brains — and much of the
muscle — behind the event.

But this year Lalor has formed a partnership
with Octagon Worldwide, a sports marketing com-
pany that ranks among the top three agenciles in
the world. Octagon’s involvement helped secure
title sponsor Subaru and sewed up a television
deal with NBC Sports for two telecasts of Gorge
Games highlights to run in September.

Other major sponsors include Nautica, Yahoa!,
National Geographic Adventure Magazine, Net-
market.com, Paul Mitchell and American Airlines,
Dozens of other sponsors are involved on a sport-
specilic basis,

Tlie event features Individual and team competi-
tions in various outdoor sports, including moun-
tain biking, trail running, kayaking, windsurfing,
kiteboarding, outrigger canceing and off-road
triathlon. A $100,000 prize purse will be divided
among the sports.

One major change in this year’s event is the ab-
sence of a snowboarding competition. “When Oc-
tagon came onboard, we tnok a bard look at the

_event in order to more clearly distinguish it from
events tike the X Games and the Gravity Games,"
Lalor said. Snowboarding, which was part of pre-
vious Gorge Gamues, was the only “winter” sport
competition in the Games. “We decided it just did-
w't it with our image as a summer event,” she

sald.

A climbing competition with prize money total-
ing $10,000 — one of the only climbing events in
the country this summer with a sizable purse —
will replace snowboarding. The competition will
take place on a custom bouldering wall to be butlt
at the event headquarters at the Hood River Mari-
na.

Another addition to this year's Games Is in
mountain biking. Along with dual slatom and
downhill competitions, there will be a 24-hour
race. Individuals can enter, as well as teams of 2, 4
or 5 competitors, The event will be hield on a 10-
mile lap cougse at the base of Mt. Hood.

A change In this year's off-road triathlon will
have competitors start and finish the race at the
Hood River Marina. There also will be two courses
this year of different lengths, one with a 750-meter
swim, 10-K mountain bike ride and 10-K run, and a
more challenging course with a 1500-meter swim,
a 25-K mountain bike ride and a 10-K run.

Aside from some competition changes, however,
‘the Games will look much as they have in the past
~ if more polished. “We'rastill very much fo-
cused on the grass roots," Lalor said. “We invite a
small group of international pros and a large
group of regular guys and gals and they get to
compete on the same playing lield."”

Lalor said Octagon has sought few changes in
the event. “They've been very respectful of what
we created," she said. “They saw the value in it
and wanted to keep it very much the same.”

As in the past, the 2000 Subaru Gorge Games
will feature clinics taught by pro athletes, an ex-
tensive kids program and live music, Including
the popular Street Dance in downtown Hood River
and a concert on closing night at the Bingen Mari-
na. Proceeds from the concert will go to Leave No
Trace, a national nonprolit organization dedicated

Getting vertical during freestyle windsurfing competition at the hatchery,

Mountain biking in Post Can

lo building awareness and respect for public ¢
ation places.

"We've always been looking for a nonprofit
benefactor that had an environmental aspect!
was not political,” Lalor said. “We [elt that Le
No Trace fit the bill pecfectly and are excited
abaout being able to help an organization that
right in line with our philosophy.”

Lalor believes the involvement of Octagon
Worldwide and the injection of dotlars from h
profile sponsors will take the event {o a new |
As part of its sponsorship deal, National Geo
graphic Adventure Mogazine will create the ™
tional Geographic Adventure Village" to serwv
event headquarters at the Hood River Marina
Along with booths where outdnor companies
display and setl products, a highlight of the *
lage” will be a JumboTron sereen where vide
footage from Gorge Games events will be shot
during the day. At night, films {rom the Banll
Mountain Film Festival will be featured.

The major Gorge Games sponsors have sig)
on for three years, ensuring a continuation al
event at this level. “They're here for the long
so it's in everyone's (nterest to make sure the
event is the best it can possibly be,” Lalor sai

Aliter four years of struggiing to run the G
Games with varying degrees of sponsor com
ment, Lalor believes the new attention focuse
it provides an unprecedented opportunity for
Hood River and other Gorge communitles.

“What this means is, if we can spit-and-po!
things and welcome peaple here [or this, we's
this media machine for three years," she sald
think it will do a lot for our economy if we ci
embrace it.”

For more information about the 2000 Sub
Gorge Games, log onto the event's website at
WWW,EOrgegames.com.

Conk is a Hood River free-lance writel:
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- Going for the Gorge

A small-town event turns into big business.

HANKS TO PECCY LALOR, a world-class
:,_ windsurfer and former computer salesper-
o son, the Olympics won't be the only major
| sports event on TV this month. The Subaru
: Corge Cames—a mix of events including
B kayaking, mountain biking, paragliding, kite
} ! boarding. and rock dimbing—will air on

' NBC September 3 and 10. Based in Haod River, Orcgon,
the competition is cxpected to draw 2,000 athletes, 25,000

. spectators, and millions of dollars to the Pacific Northwest But it » :

| . aimast didn't happen. A year ago, Lalor had to cancel the games Hanging Tough:When Peggy Lalor's Gorge Games

‘\ when her main sponsor backed out. So she pursued a ‘partnership wete threatened with canceliation, the founder
I with Octagon Marketing North America, which helped her land [below left] sprang into action.
'™ the NBC deal and sponsors such . e e

as Subary, Nautica, National Ces-
graphic Adventure, and Yahoo! Sports.
Here, she shares a few thoughts
about marketing moxie.

What happened after the 1399 Games
were called off? What [ learned is
that most major cor-
porations are not risk
takers. Buc I see every-
thing as an opportunity.
Thad to locate someone
who understood the
unique opportunity a
place like the Columbia
: River Corge provides.
\ When Octagon wanted lo‘;ly me to
New York to negotiate, 1 insisted
they come to Hood River. That
made the deal.

Do you have a strategy for success?
7 Pant of marketing an event is know-
:- Ing who you are. The games are
about selling a healchy lifestyle.
We're not Aspen, Vail, or Whistler,
and we're definitely

-nog slick You're not |
Boing to find a Hyaw

tre ‘cause we don't

-maveone. We're afarm-

)
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GAMES

Local athletes
set their sights

Continued from Page Al
a.m. and 3:30 and 4:30 p.m. in the
National Geographle Vilinge.
, At least 12 Hood Rlver athlates
, wlll compete in the Games.
n Thirty-year-old Cory Roesel-
er, co-inventor of the kitesli, is a
five-time blowout winner, 1985 X-
Games champion, and was kiteskt
world champion In 199586 and
‘ 1997,
He won the Magndor Cup In Mo-
rocco as island clrcumnavigation
I champ last year and he holds the
I the unofficlal kite-salling speed
‘ record of an average 42 miles an
‘ hour over 100 meters.
| n Sam Drevo, 23, holds a passel
Lo of gold medals and champl-
‘ anshlps in kayaking. He has been
‘ ranked Number Two In the world
in whitewater freestyle and two
; years ago he broke the unofficial
world speed/vertical record run-
ning the Paonia Reservoir Dam, a
e drop of 200 feet, In 9.5 seconds, the
v first to accomplish this feat.
i He is a graduate of Lewis and

Clark College in Portland with a
business degree. He founded and
coordinated the college’s paddle
program which taught 500 Lewis
and Clark students and faculty
how to paddle a kayak.

n Windsurfer Eddie Petrocelll,
27, calls Hood River- and Aruba
home. He is instructional editor of
Windsurfer Magazine. He teaches
an estimated 3,000 persons a year
to windsurf,

He holds numerous free style
windsurfing records and will
teach the gorge Games ZuluSpor(s
Clinic on July 11 from 7 to 9 p.m.
at Blg Winds.

Other Hood Rlver entrants in
“the Gorge Games Include kayaker
Rachel Moldover, mountain bikers
Mark DeResta and Jennifer Bisset,
b2 and triathlion competitor Jeanifer
Donnelly, who will also compete in
-the 10K-1/2 marathon trall run
along with Tom Moline, and Tem}-
T2 Wagonfeld in freestyle
windsurfing.

N Blsset Is part of a four-
wWoman team of mountain bikers
ho attack a rugged, challenging
.Course for 24 hours In sequences
Cof four to six laps on a 10 to 12-
Emﬂe course. The other athletes

) immins, The team

Ponsored by Summit Projects, an

lnlem;lt development company in:
ver

This bike race is not a walk In

Eax?t.ark' ner is it for the faint of

L T,

Wﬂﬂi&&l&ymn&@bﬁ.,‘ |
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The girls must continua r10u,
night and day beginning at noon
on July 8 to noon on July 9 over
the Whaop-D{ Trall off Eastside
Road, They wear lights at night,
try to sleep along the trall between
riding thelr laps, and generally en-
courage each other,

The quartet has been riding
separately and together for some
10 years. Bisset describes the
rocky sections of the trall as
“technical.” That means steer
clear of the boulders and plck
your way through the rocks with-
out losing too much speed.

Bisset is 25, Harrls, 37, Busby 41
and Crimmins 30. They think they
have an edge over the world cham-
pions they're going to compete
against, because they ride the
Whoop-Di Trail a lot. However It
works out, Bissat says the race Is
going to be a “lot of fun."

n Twenty-five-year-old Temira
Wagonfeld has been a loeal for
four years who spends part of her
time in Maul. "I've spent a winter
here, so I guess that makes me a
resident,”

She's been windsurfing for 11
years. Freestyle translates into as-
sorted jumps and tricks, like the
forward loop where you Qip up-
side down and hopefully land up-
right on the water. Or the table
tap, where you Oip the board up-
side down.

Windsurfers are not fazed by
falls, because they all fall. "Some-
times you fall hard,” Wagaonfeld
says, “but it's not very often you
get hurt, Water has a lot more
‘glve’ than cement.”

She's pre-qualified for the free-
style, so she doesn't have to worry
about the qualilying trials which
will be held July § through 7, The
freestyle competition takes place
the first windy day after that.

“We need more women sailors,”
she added. "They shouldn't be In-
timidated by all the hoopla of the
Goames. A ot of my friends from
Maul will be here and it's going lo
be fun.”

The Gorge Games, absent last
year because of a pullout by major
sponsors, enters this year's
millennium event with a pocketful
of sponsors. Overall sponsor is
Subaru and includes Nautlea,
Irish Spring Aloe, Yahoo! Sports
Outdoors, American Alrlines, net-
market.com and ZuluSports.com,

Exhibitlon sports include para-
gliding July 15 and a 10-mile sea
kayak race from The Dalles water-
front to the Discavery Center.

nqusaidag

sn8ny



BRANDWEEK

NEW YORK, NY
WEEKLY 26,688
JuL 10 2000

A R

BYRRELLE'S o
-123 — KF - .. . ) S R T .-_._-..:.. B
taze.. , T IR SR :i;,_.- . <
P Newswire : . -.» ==

Golden Books begins the holiday season early this year by releasing a
special DVD double-featuring Frosty the Snowman and fiosty
Returns The package includes both movies,bonus tracks and an
introduction by Arthur Rankin,animator/producer of Frosty and
Rudolf the Red-Nosed Reindeer,which also will be rereleased on
DVD.Available as both DVDs and hame videos,titles hit shelves Sept.
12.... Toy Biz,N.Ysigned a multiyear agreement with Wamer Bros.
Consumer Products, to create kites featuring Harry Potter,based on
the J.K.Rowling book series ... Nautica is gearing up for fall:the
brand is official outfitter of the Sg_ba’_n_l_ Gorge Games in Hood River,
Ore. this week: the company will partner with ant museums in Seat-
tle next month and Miami in November to bring young people an
evening of art, music and fashion;itis also title sponsor of the Nautica
Mafibu Triathlon held at Zuma Beach,Calif, on Sept. 17 ... Marsteller
Advertising, N.Y, will hold the reins fora United Airlines campaign
preaching benefits of proposed merger with US Airways. Prelim plans
call for targeting key markets and touting advantages: easier access
to international destinations,seamless one-ticket service,consolida-
tion of frequent fyer miles and Star Alfiance, Fallon,Minneapolis,and
Young & Rubicam,N.Y, which handle United's regular ad duties,
were kept out 5o the agencies can continue focusing on the brand.




| Great Outdoors

vs. Gorge Games

Location, location

treat Quidours: "“",Y e Lide
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Lausge Caniex Apsly raomed Cubusibu
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Competitions and dates

Great Butdonns 20 eventy, july 20-

KX
Corge Gamex: 17 everns, July 445

Sugn.m:m event
redt Ouidoars: Hy Julung (0 the
Ausahie tive.

Corge Cames: Wandsarting in the Co-
tusdng Hive

Endurance event

Lreat Gutdous: Junber wampetitury
PR K it tReee gruekung Loniesls, i
wlindu the Uideslund Chop and the
Stambarg Chop Men firash with the Sin.
whe ik aret the female wompetitury
setund ot Hhe Lonipetstios with the Axe
Huw, The wnpetins with the lewet
e Wi,

Curge Camies: 24-Hour Mountain
Uik Kae. Sulo ciders and telyy teams
e foun oo 1 noen o 3 fupged (2.
s anonae Riker witds it kips wins,

Most unusual event

Creat Cutdonss: fwu-bused figger
chunbun e fu the lop ol 3 poke wath-
wut ypiker i stiagn, using only an sxe
Sl twir huards. Awent i accomphshed
by dmippig 3 nob, stickig a bosd m
1t then statuling on thul board tw L wp
thee nest sohbe

Corge Cames Kiue Dosd Racers
faomuds buge Kitey while flostuig o the
v, that ane e ke 23 3 a0l s They
traverve thie water 0n wakebulids

Charity project

Cuntx\a?dagm Piojett HunwSale, &
twawide gun salety and lock dis-
Hudmian prugram.

mee Cames: Leave No Trace, re-
spomiile vuldudr recrestion thiough
edication, fesesch sl pattnershipe

Prize money
Creat Qutduoors: 1270000
Corge Camues: $ 130,000,

On television

Creat Quidouns: 175 huin on ESEN,
LN fuly 27.Aug. 4.

Corge Chnes J lumis oo NUC,
Sl §aed Sepi, 19
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If you can't wait for Sydney,
July offers two big sports festivals that
celebrate the outdoors. But the Great
Outdoors Games and the Gorge Games
Outdoors World Championships take
very different views of the outdoors.

Gorge presents steep hurdles,

By Sal Rubat
USA TODAY

HOOD RIVER, Ore, = The Columbia River Gorge
15 2 steeply cavedd, halkaule deep trowgh that
larms about 100 mites of the border betwven Ore-
gan Jnd Washington,

lw Coige used ta b2 a frothing whitewater free-
way for timber headed 60 mites dowmstrean: to
Purtland.

Today, ¢ s thuek with the raw smaterials of ad-
venture sports: fast water, sieep tedils, heart
stopping vistas and Cappuccino on every cornet.

The tientbwer husiness is almost ead, but the
funky rathesd of Hood River sill is the thumying
heart of the region, The town of G,0DG will host the
JGclnrgé.- I@mus Outdoors Waorld Champlenships on
uly 8-15,

{nuk nwarth fiom bustling Qak Street, and you'h
see windsurfers skimming the whipped-up waves
on the Calumbia,

Tuen 10 e southwest and see peletons of
tenked-out mountain bikes climbing Highway 35,
headed ki the world-class singlerrack that rings
neahy ol near-petfect Moy Hootl,

ook wver your shoulder and wateh high-
steppuny sunmers stride up the long Staicways il
lead to mslhun-dollar humes on the ridge line over-
lookang the Corpe.

Louk wouad at the cacophany of culdoars gear
shiogis, sutewalk pva sppiers, Biskenstockied-iiked

ant X_F.Illr:ries ang vegetanan pizza Jaints.
ood River today looks like Boulder back in 1973
or Moab in "85,

“| discavered she Gorge after moving to Seantle
fast Novetnber” says champion ultra-endurance
cyclist John Stamstad, wha wilt compete in the sola
4-hour mountain bike event. "My girlinend aond ©
snowshoed o the tap of Mount St Helens a few
weeks ag0 and [ was kst in heaven. .

“The adventure sport possibilities are Grutless,
whith means my weckends will be prerty busy for
thwe next decade.”

Although the event will receive nerwerk TV cov-
u.ﬁ:un NBC, these aren't yaue son's X Games.

re will be mline skaung dawntown, but the
real action will be in the chilly water and the tech-
nical singlesrack that separates the wanaahes from
the Zen masters,

The Corge ineans g girls and bays with expen-
sive 1ays, dropping their kayaks down 10-loat wa-
terfalts and their mountain bikes off 40-foor sngle-
trick whoap-de-doaps.

The hatgest high-tech gadget here sn’t 3 Pdm M-
lot: Columbia cool ts having a special pager that
beeps when the wind 10d waves are high at your
Rvurite windsusfing spot. .

Gorge Canes competitions will be held i chnb-
ing. kayak, kite sparts, mountiin bike, off-road
wathlon, outrigger canoe, 49er satdng trad fun.
nin% and windsurfing,

The sponsor fist 1eads ke 3 wealthy stkess

shopping list: Nautica clothing, Pau! Micchell
praducts, [ddsh Spring soap. Cagger kayaks, Noeth. \
Sails, DaKine surfing gear dnd Nuerider tike lighus,, 2V

Subaru really didn’t need ta sponsar the Gorge " <1x?
Garnes. There dlrvady are more Quibacks [nQregan .
than Flats in Florence, l1aly. Paul Hugan could fun
far 00T, (RALE,

*The,Gorge Games have been arcund since 1997,
but s regionat rom%;kmlun for het-shat locals
and ozkend wartioes. The shiny, new natianal edi-
:iunp[the festival stll is about working-stlf partic-
pation, t . .

Real-world arhdetes can get involsed through it~
izen-teyel competitive events or in hands-an cinks
taught by top adventure-spons athietes.

“Outdoors sports lovers are doers,” Gorge Games
founder Pegszy Lalor says, “They love (o watch, but
they want their chance to topete, too.”

Lalor. a former wortld-cliss windsurfer, says there
have been 3 few cases where weekend warmiors
wowed the pros with some siunning perfor-
mances.

For adventure athfeces seeking some advice from
the top jocks, clinics are available for all skill levels,
Kidy chinics are scheduled  kayaking, mawuain
biking, windsurfing and inkae skating.

Don't worry If you cant get your Volkswagen
dicrobus all the way ta Oregon: NBC will broad-
cast highlights fram the Corge Gamies oa Sept.3
and Sept. 10 as 3 vann-up lor the Qlympics.

For mote slonmation, 40 to gorgeysmes.com,
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Gbrge Games

get going
on Saturday

The Subaru Gorge Games, with
$100,000 in prize money up for
grabs, begins Saturday and runs
through July 15 at locations in
Hood River and Cascade Lacks, 0s
well as Mt. Hoad, and in Klickitat
and Sknsania counties, Wash.

The Natlonal Geographic Vil-

’ lage will be open at the Hood River

port marina, with numerous nctiv-
Jties and ciasses for kids and fami-
lies. See page A3 for detalls.

Here are the dates, times, purse
money and locations of Gorge
Games competitive events:

= Dual and downhill mountain
biking — dual, B30 a.m, July 8,
$10,000 purse. Mt. Hood Ski Bowl.

w Downhill, 8 am., July 9,
$10,000, Mt. Hood Ski Bowl.

m Kayaking — freestyle, 8:30
a.m., July 8 and 8, $10,000 purse.
Husum, Wash,

m Kayaking — head-to-head,
£:30 a.m., July 9, Husum, Wash.

w Kayaking — axtreme, quall-
fiers from head-to-head, 8:30 a.m.,
$10,000. Husum, Wash.

» Windsurfing — morning, de- °

pending on wind, July 10 to 14,
$19.500. Spring Creek Fish Hatehe
ery, Underwood, Wash.

'm Windsurfing — blowout, 17
miles from Stevenson, Wash.,, o
Hood River, morning of second
windy day, $500 winner take aoil.

m 4%er salling — July 7 (13:30
am), July 8 and 9 (10:30 am.)
$10,000. Cascade Locks Marine

Pork.

®= Climbing — July 12 (open
round, 8 a.m.), July 13 (semt finals,
9 am.), July 14 (finals, 1 p.m.)
$10,000. National Geographic Vil
lage in Gorge Games headquar-

lers.

= Off-road triathlon, July 15, ]
a.m. (long course}, 10 a.m. (short
course), $10,000. National Geo-
praphic Village.

= 24-hour mountain bike race,
12 noon July 8 to 12 noon July 8,
10-mile lap course on Whoop-Di
Prail off Eostside Road, $5,000.

= Kiteboarding — {reestyle, af-
ternoon of second windy doy he-
tween July 10714, $4,500. Hood
River Event Site.

m Kiteboarding — blowout,
morning of second windy day be.,
tween July 10/14, 17 miles from
Stevenson, Wash,, to Hood River,
$500 winner takes all.

# Trail run — July 8, morning.
Burdoin Mountain, 148 Tunnel
Road, outside White Salmon. Nb
purse.

= Outrigger canoelng — July 8,
10 a.m., all crews (9.5 miles). July
g, 10 a.m. women (4.75 miles), men
(8.5 miles). No purse. Stavenson,
Wash.

Events and times are subject to
change. Those interested in partle-
ular events showd check sched-
ules at Gorge Games headquar-

Samn

The girls must continue riiume
night and day beginning at noon
on July 8 to noon on July 9 over
the Whoop-Di Trall off Eastside
Road. They wear lights at night,
try tosleep along the trall between
rlding their laps, and generally en-
courage ench other.

The quartet has been riding
geparately and together for some
10 years. Bisset describes the
rocky sections of the trall as
“technical.’ That means steer
clear of the boulders and plck
your way through the rocks with-
out losing too much speed.

Bisset is 25, Harrls, 37, Busby 41
and Crimmid 30. They think they
have on edge over the world cham-
plons they're golng to compete
agalnst, because they ride the
Whoop-Di Trall a lot. However it
works out, Blsset says the race is
golngtobea “jot of fun.”

n Twenty-five-year-old Temira
Wagonfeld has been 8 local for
four years who spends part of her
time in Maul. “I've spent a winter
here, so 1 guess that makes me a
resident.”

She's been winasurfing for 11
yenrs, Freestyle transiates into as-
sorted jumps and tricks, like the
forward loop where you filp up-
side down am! hopefully land up-
right on the water Or the table
top, where you filp the board up-
side down.

Windsurfers are not fazed by
falls, because Lthey alt fall. “Some-
times you fall hard,* Wagonfeld
says, “but 1t's not very often you
get hurt, Water has a lot more
‘give’ than cement.”

She's pre-qualified for the free-
style, so she doesn't have to worry
about the qualifying trials which
will be held July 5 through 7. The
freestyle competition \akes place
the first windy day ater that.

“We need more women sailors,
che added, “They shouldn't be In-
tumidated by all the hoopln of the
Games, A lot of my friends Drom
Maul will be here and It's going to
be fun.”

The Gorge Games, absent last
year because of a pullout by major
sponsors, enters this year's
millennium event with 2 pocketful
of SponsoOrs, Overall sponsor 1S
Subaru and includes ‘Nautica,
1rish Spring Aloe, Yahoot Sparts

Outdoors, American Alrlines, net-
market.com and ZuluSports.com.

Exhibition sporis {nclude pare-
gliding July 15 and a 10-mile sea

yak race {rom Ths Dalles water-
front to the Discovery Center
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Um Yahoo! j Jjoins Gorge Games

The Subaru Gorge Games signed
Yahoo! Sports Qutdoors as a spon-
sor. The company joins Subaru, N&u-
tica, Netmarket.com, Paul Mitchell,
Irish Spring and Monster.com as

sponsors. The outdoor sporting
events competition is scheduled for ;

Hood River, Ore , July 8-15.
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MEASUREMENT

The latest on sports, arts, cause
and entertainment marketing

Nautica Adds Deals As Sponsorship Demonstrates Return

Armed with the knowledge that S0 percent
of its deals are producing a demonstrable
sales increase at retail, ‘Nautica Int', Inc,

has signed one of its largest deals to date, a
three-year, $300,000-plus-per-year lie with

the Subaru Gorge Games in Mt. Hood, Ore. .

Indeed, the apparel marketer is so sold -
on the return it receives from sponsorship,
it allacates at least 15 percent of its
marketing budget to sponsorship, said
Dee Slattery, the company’s director of
marketing, who signs off on ties.

For example, since Nautica taok title of the
Malibu Triathlon three years ago, its Los
Angeles retailers have experienced 15-to-
20-percent year-over-year sales increases
during the three-week period surrounding
the September event. Before sponsoring
the event, “business was strong,” in the L.A.
market, with single-digit yearly increases
during the same period, Slattery said.

Nautica promotes the event in-store and
with radio advertising. For example, at
last year's tiiathlon, Nautica partnered
with 10 of The May Department Stores
Co.'s Robinsons-May locations to conduct

promations including athlete appearances
and a sweepstakes. The insstore Nautica
Shop aired footage on video screens.
tarlier this year, the company renewed
with the triathlon for three years.

Leveraging Gorge Games

Nautica will apply a similar activation
strategy to July's Gorge Games. At The
May Co.'s Meier & Frank chain it will
conduct a sweepstakes around the event,
hosl in-store athiete appearances and
promote a gift with purchase.

As part of its objective to gain visibility

in other areas of the store, Nautica will
decorate the windows in Meier & Frank's
Portland flagship store. Nautica will tout
the tie with newspaper and outdoor ads in
Partland and spots during the two tape-
delay broadcasts on NBC, Slattery said.

The company also plans to highlight

the sweepstakes on its Web site's Events
page. Nautica will offer Gorge Games
merchandise, including caps and T-shirts,
to consumers who participate in a trivia
contest in that area.

As the event's official outfitter, Nautica
will design clothing to be worn by Gorge
Games' staff, volunteers and hopefully
cosponsors, a tack it also takes with

the Malibu Triathlon, Slattery said.

Other company praducts, including
Nautica watches and eyewear, are included

in the deal, she added.

Nautica may tie NBA Los Angeles Lakers
player Glen Rice, a Nautica endorser, into
the Gorge Games through on-site sports
demonstrations.

The company, which targets 25-to-45-
year-old males with HHI of $50,000-plus
Interested in sports, arts and the environ-
ment, promotes itself as active, authentic
and high qualily.

As for sponsorships that have not produced
satisfactory results, Slaltery cites implemen-
tation prablems such as low store inventory,
poor timing or not enough advertising
support. “If you can’t tie sponsorship to
business or soul of the brand, you can't
expect things to happen,” she said.

Other Nautica sponsorships include
Starlight Children's Foundation, Men's
Alpine World Cup, Nautica World Sailing
Championships and Washington, D.C.'s
BB&T Classic college basketball
tournament.

Nautica also has taken ties for museums'
after-hours social events around its jazz-
themed Arts and Soul fashion shaws,
which will continue in Miami, Seattle
and San Francisco this year, Slattery said.

| souree

[ Nautica Int', Inc., Tel: 212/541-5757
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Gorge Games goes global on Internet

The Subaru Gorge Games, the
week-long sport and lifestyles fes-
tival held at the Hood River Gorge,
announced a marketing agree-
ment with Yahoo! Inc., a leading
global Internet communications,”
commerce and media company,
designating Yahoo! Sports OQut-
doors at the website www.outdoor-
sports.yahoo.com, as an official
sponsor of the event.

The Games, which return to
Hood River on July 815, with
$100,000 in prize money at stake,
showcase some of the finest elite
athletes and amateur enthusiasts.

Yahoo! Sports Outdoors joins
Subaru, Nautica, Netmarket.com,
Paul Mitchell, Irish Spring, Mon-
ster.com and American Airlines in
sponsoring the Gorge Games. Na-

tional Geographic Adventure and ~

NBC Sports are media partners
for the event.

In addition to sponsoring the
event, fans can easily follow the
Gorge Games through Yahoo!
Sports Outdoors’ coverage. Yahoo!
Sports Outdoors will feature the
latest Subaru Gorge Games news
and results from the best re-
sources on the web.

“I am pleased to have Yahoo!
Sports Outdoors join the Subaru
Gorge Gaines’ list of outstanding
sponsors,” said Gorge Games Di-
rector Peggy Lalor.

“With Yahoo!s global audience
and dedication to providing a new
home in outdoor sports content on
the web, we believe this relation-
ship will be beneficial for years to

come.”

“Yahoo! Sports OQutdoors is
thrilled to be part of the Subaru
Gorge Games,” said Mike Kelley,
brand manger, Yahoo! Inc. “We
have geared this newly expanded
area of Yahoo! Sports for outdoor
participants, both casual and
hard-core, making this marketing
sponsorship of the Gorge Games a
natural fit.” .

The Gorge Games features a va-
riety of outdoor adventure compe-
titions including mountain bik-
ing, kayaking, 49er sailing, wind-
surfing, outrigger canoeing,
climbing, kiteboarding, as well as
an offroad triathlon during the
week-long sport and lifestyle festi-
val.

Also part of the Gorge Games

are the numerous attractions pre
vided in the National Geographit
Adventure Village.

Visitors to this unique festiva’
center are treated to a fun and ed
ucational atmosphere that comple-
ments the highly charged sporting

-events.

In one of the best venues nature
has to offer, the top adventure
sport athletes will take to the
course with NBC looking on.

Serving as a tune-up for the net-
work’s coverage of the Sydney
2000 Olympics, NBC will air its
telecast Sept. 3 and 10, showing
many of the Gorge Games' ath-
letes honing their skills before
heading down under in search of
gold.,




By JANET COOK

Ner taking a vear off, the Gorge Games returns
this summer with the backing of several major
\sponsors and an international sports marketing
company that promises to imake the event higger
and Lelter than ever

The 2000 Subaru Gorge Ganies take place July 8
through July 15 at venues around Hood River.
Limitless Bvents snd Marketing and its fuunder
Pegz Lalor ave still the brains -- and much of the
muscle — behind the event.

But this year Lalor has forimed a partnership
with Octagon Worklwide, a sports marketing com-
pany that canks amony the top three agencies in
the world. Octagon’s involvement helped secure
title spunsor Subaru and sewed up a television
deal with NBC Sports for two telecasts ol Gorge
Games highlights to run in September.

Other majo spunsors include Nautica, Yahoo!,
National Geographic Adventure Magazine, Net-
market.com, Paul Mitchell and American Airlines,
Dozens of other sponsors are involved on a sport-
specific basis.

The event features individual and team competi-
tions in various outdoor sports, including moun-
tatn biking, trail running, kayaking, windsurfing,
kitebnarding. outrigger canoeing and off-road
triathlon. A $100.000 prize purse will be divided
among the sports.

One major change in this year's event is the ab-
sence of a snowboarding competition. “When Oc.
tagon came onboard, we Look a hard look at the
event in order to more clearly distinguish it from
events like the X Ganies and the Gravity Games,”
Lalor said. Snowboarding, which was part ol pre-
vious Gorge Games, was the only “winter” sport
competition in the Games. “We decided it just did-
'L fit with our Image as a summer event,” she

PANORAMA, HOOD RIVER NEWS—-APRIL 2000

sald.

A climbing competition with prize money total-
ing $10,000 — one of' the only climbing events in
the country this summer with a sfzable purse —
will replace snowboarding. The competition will
take place on a custom bouldering wall to be built
at the event headquarters at the Hood River Mart:
nit.

Another addition to this year's Games is in
mountain biking. Along with dual slulom and
downhill competitions, there will be a 24-hour
race. Individuals can enter, as well as teams of 2,4
or 5 competitaes, The event will be held on a 16
wile lap course at the base of Mt. Hoad.

A change tn this year's off-road triathlon will
have competitors start and finish the race at the
Hood River Marina. There also will be two courses
this year of different lengths, one with a 750-meter
swim, 10-K mountain bike ride and 10-K run, and a
move challenging course with a 1500-meter swim,
a 25-K mountain bike ride and a 10-K run.

Aside from some competition changes, however,
the Games wili look much as they have in Lhe past
— If more polished. “We're still very much fo-
cused on the grass roots,” Lalor sald. *We invitea
small group of international pros and a large
group of regutar guys and gals and they get to
compete on the same playing field.”

Lalor said Octagon has sought few changes in
the event. “They've been very respectful of what
we crealed.” she sald. “They saw the value in it
and wanted to keep it very much the same.™

As in the past, the 2000 Subaru Gorge Games
will leature clinics taught by pre athletes, an ex-
tensive kids program and live music, including
the popular Street Dance in downtown Hood River
and a concert on closing night at the Bingen Mari-
na. Proceeds from the concert will go to Leave No
Trace, a national nonprofit organization dedicated

Mountain biking in Post (

to bullding awareness and respect for publ
ation places,

“We've always been looking for a nonpre
benefactor that had an environmental asps
was not political,” Lalor sald. " We felt tha
No Trace [it the bili perfectly and are exck
about being abla to help an organization tl
right in line with our philosophy.”

Lalor believes the involvement of Octag
Worldwida and the injection of dollars fro
profile sponsors will take the evenl to a ne
As part of its sponsorship deal, Nationalt
graphic Adventure Magazine will createt
tional Geographic Adventure Village” tog
event headquarters at the Hood River Mm
Along with booths where outdoor compat
display and sell products, a highlight of #

lage” will be a JumboTron screen where*
footage from Gorge Games events will ber
during the day At night, fitms from the B
Mountain Film Festival will be featured.

The major Gorge Games sponsors have
on for three vears. ensuring a continuatic
event at this level. “They're here for thel
so it’s in everyone’s interest to make sure
event is the best it can possibly be,” Lalo:

ARer four years of struggling to runtl
Games with varying degrees ol sponsor
ment, Lalor believes the new attention fc
it provides an unprecedented opportunic
Hood River and other Gorge communitie

“What this means Is, if we can spit-am
things and welcome people here for this.
this media machine for three years,” she
think it wiil do a lot for our economy if
embrace {L.”

For more Information about the 2000;
Corge Games, log onto the event's webst
WWW.E0rEegames.com.

Cook is a Hood River free-lance twriter




and entertainment marketing
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Juice Marketers: Who Does What

With per capita consumption of bottled water fast approaching juice volume, marketers
in the category, which covers fruit beverage and new age, are scrambling to maintain
share of stomach.

Sponsorship offers juice brands an opportunity o connect with their primary audi-
ence—families and health-conscious consumers—as well as hooks for retail tie-ins.

One roadblack: PepsiCo, Inc. and The Coca-Cola Co., owners of Tropicana and Minute
Maid, the number one and number two brands, respectively, lock up the juice category
in most of their deals. .

Per capita volume for fruit beverages was 15 gallons in ‘98-no change from '97,
according to consultancy Beverage Marketing Corp.—while bottled water volume rose
to 13.9 gallons, up from 12.7 gallons in '97.

Superpremium juices such as Odwalla and Fresh Samantha, which aré' 'éctive spon-
sors, still represent only a small portion of the category but are its fastest growing Seg-
ment, said Gary Hemphill, vice president of Beverage. Marketing.

ihe lion's share of juice sales is through grocery outlets, but because superpremiums
mostly market single-serve products, selling through c-stores, delis and nontraditional
retailers is key, Hemphill said. The emergence of the niche players and Americans'
penchant for eating and drinking on the go has spurred the juice giants to put more
marketing push behind single-serve, ready-to-drink items, he said.

Juice continued on page 4

Hot Category '

First Newspapers Enter Venu
Naming Game

A new category has joined airlines, autos, telecoms and banks as buyers of venue
title: newspapers.

In the past month, the San Francisco Chronicle signed a five-year, estimated mid-six-
figure-per-year title of California's Concord Pavilion and the Pitisburgh Post-Gazette
took a six-year, estimated mid-six-figure-per-year cash and in-kind title for the former
Coca-Cola Star Lake amphitheater. The venues are now called the Chronicle Pavilion
at Concord and Post-Gazette Pavilion at Star Lake, respectively.

Newspaper Wars Spur Chronicle Deal

The Chronicle, which sponsors roughly 100 events annually, bought naming rights to
gain market share in San Francisco’s East Bay, one of the country's most competitive
newspaper markets. The area also is served by Contra Costa Newspapers, publisher
of four community papers, and San Jose
Mercury News-all owned by Knight-

WHO .

San Francisco Chronicle and Pittsburgh Post-Gazeite . Ridder, inc.

TAKEAWAY ‘ T “Contra Costa County is experiencing
Tight competition and need to connect with Gen-Xers major population growth and it's a huge
mativale deals. . target for us,” said Debra Hall, the

Newspapers continued on page 6
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Canadian Festival
Sponsorship Yields
32-to-1 Return For
Louisiana Tourism

A $250,000 sponsorship of the

Montreal Int'l Jazz Festival generated

%8 million in media equivalencies for the
Louisiana Office of Tourism, prompting
the state agency to renew for the July
2000 event and consider adding
$ponsorship of Taranto's du Maurier
Downtown Jazz Festival next year.

The return far exceeded the $1 million
worth of coverage the tourism board
anticipated, said Kristian Sonnler, PR
account executive with ad agency Peter
A. Mayer and Partners, which spear-
headed the tie. The agency monitored
Canadian and U.S. TV, radio, newspaper,
magazine and Internet coverage.

“The return was so big we couldn't pass
up” renewal, Sonnier said. The agency
tabulated value using media rate cards
for comparable exposure, he added. It
did not count brief mentions.

Why So Much Exposure?
The tourism board aligned with the
Montreal event because Louisiana's
Louisiana continued on page 2

LIBERTYBAYCOM =~ .=
seeks event deals for access to cosponsors.
and consumers :

NAUTICA -
aligns with Subaru Gorge Games fall
growu? from other 's'po,nsoph[p'si

AVON D
adds Hispanic-targeted ties as n
campaignralls - . 4

THE NORTH FACE .7 7 &,
generales salés spike fro
 Chicago musélm, {7~

WARNER LAMBERT CANADA
slakes out festivals to introduce ne
healthcare product """

NEW DEALS ~

ASSERTIONS
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'GORGE GAMES

Parting the Columbla Rlver Gorge, Margan Larson .
. {skippor} and Kevin Hall streak downwlind during
. the 49¢er compatition at the Subaru Garge Games
-+ In July. Lorsan and Hall finished fourth ovarall,

SUBARU GORGE
" GAMES

CASCADE LOCKS, Ore.~
Columbia River Gorge, 7/7-9,
23 hoats, 10 to 22 knots

THE FINAL STOP ON.THE “49ER

sport event witha §10,000:

winner’s purse. The Enghsh
Olympic Team 'of Ian Barker
and Simon Hiscoucs in ‘Holt
assumed an early lead and held

66

on to win the event, withstand-
ing a strong charge by Seattle
natives Jonathan and Charlie
McKee in Termn McLube,

At the end of the first day,
the McKee brothers were one
point out of first, but Barker
and Hiscoucs maintained a

| four-point lead at the end of
- day two. “It was pretty tight,’
said Charlie McKee. “We just

) arely got them in the last race
ep in touch. We hoped

.they'd make a mistake, but
they just didn’t falter. Qur

boathandling was good, but
they had more upwind speed.”

On the final day, the race
cammittee shortened the
course and moved it closer lo
share, and Barker and His-
coucs finished 2-1-3 to secure
the win and the cash prize,
while the McKees took second
overall ahead of British sailors
Alistar Richardson and Pete
Gleenhalsh.

The other much anticipated
sailing event was the [7-mile
“Blowoul” race, which fea-

_ Saitino WanLo

[ FETE L

tured windsurfers and kite
boarders. Kiteboarder Cor
Roeseler finished the race it
53m:53s, seven minute
nlu.ad of the top windsurfer

coucs, GBR (25) 2. Team McLubt
Jonathan & Charlle McKee, Sealth
WA (31) 3. Storm, Alistar’ Rlcharc
son & Peter Gleenhalsh, GBR (41) ¢
Uttra Nectar, Margan Larson an
Kevin Hall, Capitola, CA (57) 5. No,
tel Networks, Jason Rhodes & Gar
Boyd, CAN (SB).

September 200




SHARON GREEY

SAILING WORLD
CHICAGO NOOD
REGATTA

CHICAGO, lll.-Chicago YC,
6/16-18, 282 boats,
3 to 22 knots

WITH 282 BOATS, THIS YEAR'S
Suiling World Chicago NOQD
regatta drew the fargest fleet in
the event’s histary.

The 42-boat Tartan Ten
class anchored the recard
turnoul at the Chicago

SaiLiNe WoRLe

NOOD presented by Mount
Gay Rum, and Bill Buckles' T-
Ten Liquor Box opened the re-
gatta with two wins. He fol-
lowed the performance with
3-3 finishes on the second day.
‘On the last day, Buckles got
lost in the pack. “I kaew |

“wanted to go left, but there
{ ‘were too many boats around,”
“suid Bucldes. “So 1 fopted to

go left, and when we tacked
back, we hidd three-q
the fleet in our poclket,

Buckles finished fifth to

September 2000

arters of

carn Liguor Box its class win.

The Laser 28 classheld its
Waorld Championship at the
event, and former North
American champ Denise Bi-
envenu of Canada won the se-
ries. “We like the heavy air,”
said Bienvenu. “And that's ap-
parent from our results.”

Bill Alcott's Santa Cruz 70
Equation won the

70 class by beating Richard :

Jenning's Pied Piper in the last
tace of the series, »
~CYNTHIA GOSS

rall, Hinsdale, IL (12) 2. Mirage,
John Eoyle. Aurora, IL (13) Corsalr
{9 boats): |. Rush Hour, Rohert
Lang, Chicago, IL (7):2, Trl N Catch
Me, John Achim, Menomonee Falls,
WI (14) Crulser Racer (8 boats): i
Bravo 1V (Metalmast 30), Bob Foley,
Vernon Hills, IL (7) 2. Irish Rover
{PT 30 MKI1), Geary Finn, Prospect
Helghts, IL {12} Farr 40 (13 boats):

67
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A town as histaric as Annapolis
calls for a night in one of our
three histaric inns. With guest
rooms handsomely restored
¥ ond mstefully furnished to take you
back in time. Plus dine
in our eleganc 18th century
Treaty of Paris restaurant,
chill out n the Drummer's Lot
Pub, and hear live jan in the
King of Fance Tavern. For
infarmation call 410-263-2641.

fSTORICINNS

&=z OF ANNAPQLIS ==
" Manlard Inn = Governar Calvert House » Robert Johnuon Howe

Maryland Inn ® Governor Calvert House ® Robert Johnson House
58 Statz Circle Annapolis, MD 21401

www.annapolisinns.com




Dear Star Class Sailors:

In May of 2000, Annapalis Yacht Club in conjunction with the International Star Class Yacht Racing
Assaciation, wiil host the Nautica 2000 Star Class World Championship in Annapolis. On behalf of the
members of Annapolis Yacht Club, it Is my pleasure to weicome the Star Class competitors and their
families te our club, to Annapolis and to the beautiful Chesapeake Bay. -

Annapalis Yacht Club's Race Committee and the Nautica 2000 Star Worlds Organizing Committee have
been planning a World Championship and Olympic Qualifier that will provide the finest in racing and
shore side activities. Please refer to www.annapolisyc.com or contact the club directly for further
information and the most current news of the event. To assist In your planning, we have provided in these
pages a reference guide to answer some frequent questions.

Letter from the Governor/letter from the Mayor 2
Ahout Annapolis/Annapaolis Yacht Club 3
List of Sponsars . 3
Drganizing Committee 4
Annapolis Overview 5
Notice of Race 6-7
Eastport 8
Transportation/Directions to Annapolis Yacht Club 9
Accommodations 10-12

Welcome to Annapolis Yacht Club. See you in May.

Sincerely,

Wﬂ.m%

Karl F. von Schwarz
Commodore
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August 15, 1999
Greetings:
As Govemor of the Stare of Maryland, it glves me preat pleasure to join with the City af

Anaapalis and the Annspolis Yacht Club in inviting afl Star sailors ta Anaapolis to contest the
Nautica 2000 Siar Class Chaspionship.

Annapolis and the Chesapeake Bay ore truly warld-class safling venues. You will find
that our facilities und race management personnel are second-to-nune. 1 am confident that the
campetitian, stewardship and camaraderie for which the Star Class is renown will find
wonderful home in our waters.

For those of you who will be visiting Marylaod for the first time, I encourage you and
your familles {0 come prepared to explore our waters and aur State. From the history ond charm
of Annagolis, to the enchanting woters of the Chesapeake, to the excitement and bustle of
Bultimore, you wifl find Maryland and our nearby Nation’s Capitnl & memornble setting for this
prestigions chompionship.

Muryland {ooks forward 10 having you sail with us in May of 2000,
Sincerely,
.
ﬁvvw . /M—}
Parris N. Glendening
Governor




Annapolis, Maryland USA

Star sailors arriving in Annapolis in May 2000, will find
one of America’s oldest and most historic cities. This
working seaport town has been welcoming sailors from
around the world to its docks for over 300 years.
Located on the Chesapeale Bay within 40 miles of
Washington, DC and Baltimore, MD, Annapolis is a
popular destination for visitors traveling by land or sea.
The Severn River and two of its many creeks bound
Annapolis and are home to a vibrant maritime industry.
The city’s 17 miles of shoreline put water at the end of
almost every street. Shops, restaurants, marinas and
inns are within easy walking distance of the city dock.

Welcome to Annapolis, the sailing capital of America.
Annapolis was founded in 1649. A National Historic
Landmark, the city has more surviving revolutionary war
period buildings than any other city in the United States.
[t is the capital of the state of Maryland, and served

as the nation’s capital for two years during the
revolutionary war. Annapolis is also home to the United
States Naval Academy, founded in 1845, and to St.
John's College, the third oldest college in America,
founded in 1696. Most of the city’s many historic
buildings are located within walking distance of the town
square. Over three and a half million persons visit
Annapolis yearly from around the world. In addition to
the historical district, Annapolis offers its visitors a wide
variety of activities. During the day, Main Street bustles
with shoppers visiting the shops and boutiques. There are
many fine restaurants to enjoy. No visit to the area
would be complete without tasting Maryland Blue Crab
soup, and Annapolis is famous for its crab cakes.

During the Nautica 2000 Star World Championship,
Annapolis will also be alive with the spring
commencement celebrations for the Naval Academy and
St. John's College graduating classes. Make your
reservations early if your plans include a stay in one
fovely hotels or inns in the heart of Annapolis.Ahove all
else, Annapolis means sailing. From Clipper Ships to
Whitbread 60s, the world’s fastest boats and finest
sailors have sailed into town. As the acknowledged
saifing capital of the United States, Annapolis hosts
many, world class sailing events every year. Annapolis is
many classes chaice of venue to host their national and
world championship events. In the recent past, Annapolis
has hosted such world class events as the Snipe Women's
Worid Championship, the Lewmar Cup, the International
J-24 World Championship, and the International J-22
World Championship. The area has recently gained a
reputation for top match racing competition, hosting the

BOAT/U.S. Santa Maria Cup, an International Grade 1
Match Race, and the Prince of Wales Match Racing
Regatta. The world was watching as the Atlantic leg of
the 1998 Whitbread Round the World Race was started
off Annapolis. The Whitbread stopover had the largest
live audience for a single event in the history of yacht
racing. Whether the event is the upcoming Volvo Ocean
Race or the Nautica 2000 Star Class World
Championship, Annapolis means sailboat racing.

www.ci.annapolis.md.us

Annapolis Yacht Club

In 1883, the Severn Boat club was founded on a piece of
land rented from nearby St. Mary’s Church. The name
was changed in 1918 to the Annapolis Yacht Club,
eventually moving to its present location at the foot of
Compromise Street. Annapolis Yacht Club is one of the
oldest and most respected yacht clubs in the United
States. AYC has been host to numerous top level sailing
events and some of the sport’s most prestigious regattas
including National, North American and World
Championships. Annapolis Yacht Club has a long history
of competitive sailing. The club membership includes
some of sailing’s top competitors, officials, and yacht
designers. World class sailors Gary Jobson, Bruce Farr,
George Collins, Chris Larson, Jim Allsopp, Jim Brady,
and Terry Hutchinson actively race out of Annapolis
Yacht Club. Annapolis Yacht Club is well known for top
level race management. The AYC Race Committee, under
the long term guidance of its chairman, Chip Thayer,
boasts a membership that includes several past RC
chairman, International Judges, and International Race
Officers. Biannually, the Annapolis Yacht Club hosts the
Annapolis-Newport Race in conjunction with the New
Yorl Yacht Club and the Ida Lewis Yacht Club.

www.annapolisyc.com

SPONSORS

Nautica International .
Tucker Anthony, Inc.
Pepsi-Cola Company

Boat US
Micheloh/Micheloh Light
City of Annapolis -
Porthook Publications, Inc.
Grafix Galore, Easton, MD




Jim Capron

Chairman

Phone: (w) 301-424-9500
E-mail:.jcapron@capron.com

Organizing Committee

Barbara Voshury

Co-Chairman

Phone: (h) 410-923-2063

E-mail: bvosbury@e-mail.msn.com

Annapolis Yacht Club

Karl von Schwarz, Commodore
Art Libby, Vice Commodore

Mark Myers, Fleet Captain/Liaison

Awards
Ann Franklin Beach
Elliott Oldak

Housing

Debbie Gosselin

Phone: (h) 410-757-7440
E-malil: almarina@aol.com

Jury
Ron Ward, Jury Liaison
Hans-Kurt Andersen, Jury Chairman

Measurement
John Jenkins

Media
Dave Gendell
Mary Iliff Ewensen

Puhlications
Ted Ruegq

Race Committee:
Chip Thayer, Race Committee Chairman
Mark Murphy, Principal Race Officer

Annapolis Yacht Club

Regatta Central

Rene Valliant, Chairman

Joanie Thayer, Registration

Cathy Kramer Hull, Merchandising
Patti Oldak, Star Class Representative

Shore Side Logistics
Jack Lynch
Lew Norwood, Support Craft

Sponsorship

Jo Anne Schram

Phone: (w) 41.0-897-0510
E-mail: luceca@clark.net

Social
Julie Winters, Chairman
Steve Kling, Ceremonies

Star Class Representatives

Elliott Oldak, District Two

Steve Kling, Western Shore of Maryland
Jack Lynch, Annapolis

Secretary
Marcia Grosvenor

! 2 Compromise Street ° Annapolis, Maryland 21401
: 410-263-9279 « Fax: 410-267-6153 -
E-mail: sta’r_wo_r_l_ds@annap’_olisyc.com » Weh Site: http://W’ww.annapolisyc.cnm
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